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RUSHING INTO RICHES 







During July, there will be a great many advertising campaigns 
successfully planned—some will result in thousands and thousands of 
dollars profit; they will be those that use the big newspaper circula- 







tions and use them continually. 


THE 


completes the first six months of 1902 
with a display advertising gain over the 
first six months of Igo1 of 168,247 lines. 


(1901, 2,435,518 lines ; 1902, 2,603,765 limes.) 





PHILADELPHIA RECORD 















This is by far the largest amount of advertising carried by any Philadeiphia 
newspaper, 









The beginning of “The Record’s” fiscal year—July 
ist—found its circulation better, news force more thor- 
oughly organized, mechanical department more complete, 
and advertising much larger than ever before. 










“No advertiser should go into Philadelphia without using the Philadelphia 
Record.’’—Profitable Advertising. 
O4-Rate 25 cents per line, subject to discounts. 


New York: Advertising Manager, Chicago : 
185 World Building. Philadelphia. 1002-4 Tribune Building. 
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THE PITTSBURGH 
GAZETTE 


69,000 


THE PITTSBURGH 
CHRONICLE-TELEGRAPH 


Circulation 80,000 
Are the Leading Dailies of Pittsburgh. 


Circulation 





They stand for what is Best, Bright- 
est and Cleanest in Modern Journalism. 

The people show appreciation by 
giving them the largest morning and 
evening circulations, respectively, in 
the Pittsburgh territory. 

It follows that they are of first value 
to the advertiser. 

Rates and further information on 


request. 
W. R. ROWE. Manager. 


J. E. VAN DOREN SPECIAL AGENCY, 


MANAGER FOREIGN ADVERT'S!NG, 






1210-1212 BOYCE BUILDING. 
CHICAGO. 


407-410 TEMPLE COURT, 
NEW YORK. 
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A BREAKFAST FOOD CAM- 
PAIGN. 


Mapl-Flake is a comparatively 
new member of the prepared break- 
fast food family, made at that very 
hygienic and advanced food-center, 
Battle Creek, Mich., by the Hy- 
gienic Food Co., Ltd. It was first 
ready for the market in the early 
part of the present year, and made 
its debut as an advertised com 
modity under the direction of the 
Brownell & Humphrey Agency, 
Detroit. The results from an ini- 
tial campaign in the dailies of 
Michigan and Indiana have been 
so immediate and satisfactory that 
Mapl!-Flake will soon be exploited 
in many other parts of the coun- 
try, and will eventually become a 
national commodity. Regarding the 
principles, methods and results of 
this first campaign, Mr. C. A. 
Brownell recently said to a PriNnt- 
ers’ INK representative: 

“In marketing an article like 
Mapl-Flake the public is the main 
point of attack. Retailer, whole- 
saler and jobber are merely distri- 
butors nowadays, are aware oftheir 
functions, and are becoming more 
and more chary of handling articles 
that are not in demand through 
publicity. There were five other 
breakfast foods in the territory 
that we proposed to enter. Some 
were being exploited in the dailies, 
others by store demonstration, 
others by posters and samples. 
Every one of them was offered to 
retailers upon tempting terms— 
with bonuses, premiums, extra 
goods and so forth. From the out- 
set we were determined that Mapl- 
Flake should seil upon its merits 
at a rigid wholesale price, and that 
the demand we would create for it 
should be the only inducement of- 
fered the trade. We knew that 
this demand could be created most 
quickly and cheaply through the 
leading daily papers in the two 
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States. Sampling had been over- 
done, and kitchen shelves were 
loaded with trial packages that had 
never been opened. Demonstra- 
tion served to feed a class of people 
who visited the stores for no other 
purpose. To get results from 
either of these methods at reason- 
able cost was out of the question. 
Billboards could not be used, for 
the people of the two States are 
essentially newspaper readers. In 
large congested cities like Chicago 
and New York, with their diverse 
foreign populations, outdoor pub- 
licity is absolutely necessary as an 
auxiliary, but in Indiana and 
Michigan it is possible to reach all 
the people who use prepared foods 
with something like a dozen daily 
papers. People in cities buy pre- 
pared foods; people in towns of 
1,500 and !ess buy in bulk, for they 
have large store rooms and more 
money. 

“The Northern Peninsula of 
Michigan was left out of our plans, 
for it is an isolated and rather 
sparsely populated section, with no 
influential papers. We selected the 
Detroit Evening News and Tri- 
bune, Grand Rapids Press, Sagi- 
naw News, Jackson Press and Pat- 
riot, Kalamazoo Telegraph, In- 
dianapolis News and Journal, 
Muncie Star, Lafayette Call and a 
single paper in Terre Haute, Fort 
Wayne and Richmond. In the 
main, these papers are all of the 
popular type, widely circulated and 
reaching the masses. ‘The Indian- 
apolis Journal alone is of the ‘qual- 
ity’ sort, and we used it to reach 
its comparatively small clientele be- 
cause readers have an unbounded 
respect for its opinions. 

“The daily newspaper is an ever- 
growing force in this territory, and 
has practically killed the country 
weekly and the city weekly for 
general advertising purposes. Since 
the installation of rural delivery, 
for example, the Detroit Evening 
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New's is delivered to farmers every 
day for $1.50 per year. It costs 
$3 in Detroit. Now, few farmers 
are going to confine their reading 
to the local weekly when a daily 
is offered them upon these terms, 
and you can be sure that those who 
read nothing but the weekly are 
not of the class that buys advertis- 
ed articles. They are not up to the 
times, and the gefieral advertiser 
cannot afford to educate them. I 
had a striking illustration of the 
value of weeklies not long ago. One 
of our clients who wished to intro- 
duce a mechanical device among 
farmers had settled upon a large 
list of weekly papers covering the 
Middle West. We tried to get him 
into a few influential dailies, but 
the large figures of the list had a 
fatal attraction for him, and he 
went against our advice. His ar- 
ticle was wholly meritorious, and 
could be depended upon to make 
its way if properly presented. We 
prepared his copy, and it was good 
copy, and the ads were run con- 
tinuously for a term long enough 
to determine the worth of the me- 
diums, so that there was little 
doubt as to where the fault lay. 
His campaigrscost him $600, and he 
made sixteen sales—nor were there 
any replies worthy of mention. 
“In selecting mediums for Mapl- 
Flake we were guided partly by 
our knowledge of the field and 
partly by the local advertising in 
papers that were considered. When 
you find a paper burdened with 


local advertising you have found 


the key to its locality. The local 
retail merchant's advertising is a 
safe barometer. Evening papers 
were used almost exclusively. De- 
troit is an evening paper city, and 
Michigan is an evening paper State. 
We gave little heed to ‘quality’ me- 
diums. Newspapers that circulate 
among the wealthier classes are 
seldom good mediums for adver- 
tising food products, for their 
readers are not so vitally interest- 
ed in selecting things for their 
tables. Selection is often left to 
servants or grocers, and novelties 
are not so quickly taken up as with 
the masses. Papers are not read 
so thoroughly as among working 


people. To the latter the daily pa-~in the large cities, 


per is everything in the way of 
reading and literature. To the 


people who buy breakfast foods 
they are a real necessity, and the 
ads help them select food and 
guide them to newer and better 
ways of living. These people ex- 
pect you to tell them you have any- 
thing new to offer, and are more 


inclined to try things advertised in ° 


the papers than those brought to 
their attention through other me- 
diums. The paper gives a certain 
stamp of reliability. They are 
more than ready to believe what 
they see in print, and are becoming 
educated to trust advertisers be- 


turyManna 


Mapl-Flake 


—The Steam Cooked Food— 


The ideal summer food, the perfect food. Bm - 
tirely different from all other foods, better, more 
Gelicious to the taste, and yet not more expensive 
than ordinary cereal foods. 

Made from the whole of the wheat, combined 
with pure Maple Syrup and other healthful ingre- 
Gients hygienically prepared. Thoroughly cooked, 
teady for serving. Delightful when eaten dry and 
inexpressively delicious when served with cream, 
milk or fruit juices. 

Easily digested. ft makes rich blood, sqund nerves, 
and strong muscles. Truly the Twentieth Century manna. 

G4 a package from the grocer today. Common in price 
But exceptionally uncommon in quality 

If tve grocer values your trade, he'll always have Magt- 
Piake for you. 

rapoa inside each package, containing many delight 

recipes. 


‘The Nygienkt Pood Co. Lt4., Battle Creek, Mich. 





cause there are fewer swindlers 
abroad nowadays than there were 
in other times. 

“A new advertising story must 
be told quickly. You cannot sim- 
mer through an entire year with 
small ads. The appropriation must 
be concentrated in a few mediums, 


“and the ads must be made iarge 


enough to produce a favorabie ana 
a impression. With Mapl- 
Flake, large ads were used at first 
-—840 lines, printed every other da: 
and twice a 
week in the smaller ones. Then we 
came down to 500 lines, thes to 250 
(Continued on page 6.) 
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Successful adver- 
tisers have always 


advertised in 


THE SUN 


That is why you 
should be among 
the number—suc- 
cessful men seek 


each others’ com- 


pany. 


Address 
THE SUN, NEW YORK. 
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and 200 lines, until finally, after six advertising in any good medium it 
weeks, we began to run seventy would go far towards establishing 
line ads regularly. People either a legitimate, healthy demand. Get 
read your ad or they do not read your commodity before the people 
it. There is no effective way of who use it, and the distributors will 
interesting them unless they are in- see that they are supplied. 
terested in your commodity before “About $6,000 was spent in three 
they see the advertising. There- months, with the result that the, 
fore, we made our story as clear capacity of the company’s plant was 
as it was possible to make it, cen- reached. New machinery is being 
tering effort upon description of installed, however, and when the 
the food. We left no room for capacity is adequate we shall prob- 
misconception, and once we were ably begin a campaign that will be 
certain that the story was forceful national in its scope. 

we ran it again and.again. Oi ‘The daily cannot be surpassed 
course, the pictures and catchlines as a medium for advertising food 
were changed regularly, but the products. If the larger cities are 
main argument of the ads was covered, the smaller ones will take 
nearly the same clear through the care of themselves. About six 
campaign. The manufacturers weeks after advertising is begun in 
thought that variety wouid have a the cities, orders for goods are re- 
greater effect, but when we asked ceived from retailers in small 
them how often they changed the towns. It takes about that length 
composition of Mapl-Flake they of time, seemingly, for the demand 
saw the pith of our purpose. I be-ato reach the small percentage of 
lieve that plain persistency is the people who buy package goods in 
greatest force in every form of ad- little towns and farming districts. 
vertising. The great mistake made by adver- 

“Another detail that came in for tisers who demonstrate or sample 

a great deal of attention was that*is that they try to take orders at 
of proper placing of goods in antic- at the same time. People may be 
ipation of demand. You cannot favorably impressed with a neat 
meet demand too closely. Much dish of food served in a department 
valuable advertising energy is store, but when the clerk says: “Ah 
wasted in every campaign because —and now, can [| take your order 
the people who first go for the for a package, Mrs. ?” the 
goods cannot find them in the customer feels that she has been 
stores. Grocers sell them some- put under an obligation instead of 
thing ‘just as good,’ with the re-.being made the recipient of hos- 
sult that established commodities pitality, and the favorable opinion 
are the gainers. Nothing is more is turned to resentment. 
disagreeable than to go into a store “Newspaper advertising is at 
and ask for a new food that the once the cheapest and the most ex- 
grocer has never heard of, whereas, pensive form of publicity. It costs 
if he has it and produces it upon most for actual outlay. The ex- 
call, there is a direct return from pense of a national campaign, with 
the publicity from the start of the$100,000 for Chicago, New York, 
campaign. We made extensive Boston and Philadelphia alone, is 
preparations, therefore. No extra something tremendous. But the 
inducements were offered to deal- returns are even more staggering 
ers, but we sent competent sales- when the moncy is judiciously 
men out and gave them copies of spent. It is a force that will whip 
the ads that we proposed to use. every retailer, wholesaler and job- 
When you can convince grocers ber into line. Nothing can with- 
that you are going to advertise ex- stand _ it, for the pocketbook is 
tensively there is little difficulty in touched. Prejudice, conservatism, 
placing goods. Hardly any other indifference and favoritism all go 
argument will persuade them to down before the ad in the daily 
take hold of a new article. Thou- newspaper. Not long ago we 
sands of dollars are wasted in sub- placed some newspaper publicity 
sidizing grocers and bribing clerks for another food which is now out 
in large stores, and very foolishly, of the market. The manufacturers 
for if this money were applied to did not think we were wise in us- 
(Continued on page 8.) 
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NEWYORK EVENING TELEGRAM 


Has Enjoyed a Remarkable SIX Months’ Period. 


Here Is a Testimonial to the Value of Its Advertising Space: 








WwW BRirxe &Son @ 


eee Pruggists Manufacturing Chemists & Importers 
Seat Reenus and Cornty Cound Street 


There ts a v2. Q 
he. —surei9 stan “WO - 
Reason for This 4 
Testimonial to Publisher tvening Telegram 
the Efficacy Herald Squa‘e N Y 
Dear Sir 


of Advertising 
We are as.onisnhed at our increased sales 

in the of tne White Riboon Remedy which you advertise 
over our name in this city We are now selling 
EveNniNnG more of this remedy in a week than we formerly 
sold 1m &@ montn 
TELEGRAM Ae mo other paper advertises this for 
us we trace these resul:6 to the Telegraa 

It ts advertisement direct Tne pulling power of the 
Up to Date Telegram must be very satisfactory to the 

manufacturer of this preparation 








oe 2 2 Youre very truly 
Ym. B R.ker ¢ Son Co 
Oi C aherndoum 


























This Policy Takes the Telegram INTO THE HOMES, as Is Shown by 
the Fact That During Six Months of 1902 It Published 


144,290 SMALL CLASSIFIED ADVERTISEMENTS, 


As Compared with 61.616 Last Year 





HERE ARH CHEERFUL FIGURES. 

DAILY CIRCULATION FOR JUNE, $902 © eeeeneee een enteme 

DAILY CIRCULATION FOR JUNE. 1901 
DAILY GAIN IN ONE YEAR .. 


LINES OF DISPLAY ADVERTISING sik “MONTHS: 1902. oh 
LINES OF DISPLAY ADVERTISING SIX MONTHS 1900...............c00c-c------— . 


GAIN IN DISPLAY ADVERTISING ... 


TOTAL ADVERTISING SIX MONTHS 1902.2 ..0cccccocescoooes 
TOTAL ADVERTISING SIX MONTHS 1901 3.577% Col 
4.753% Col 


GAIN .- 


No Other Afternoon Paper on Manhattan Island Begins to Approach This Record of 


THE EVENING TELEGRAM. 
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ing dailies to the exclusion of other 
mediums, and sent a sampling force 
to Grand Rapids, which was not 
included in our plans. There is an 
association of grocers there which 
refuses to handle any new com- 
modity not backed by newspa- 
per advertising, and the samplers 
found it impossible to fill orders 
taken upon local grocers. The 
food made a good impression, but 
only two cases were sold in two 
weeks—-eight dozen packages. 
When we learned what was being 
“done we used the Grand Rapids pa- 
pers, and in two weeks had sold 
eighty-five cases, and the grocers’ 
association was glad to cater to 
the demand created. Daily news- 
paper advertising is becoming so 
vital a force in business that I 
fully expect to see the day when 
there will be newspapers containing 
nothing but ads. People find them 
interesting and read them for their 
own sake, and it is not at all im- 
probable that business news will 
eventually create mediums of its 


own.’ 
a 


WHAT REPLIES COST. 
By W. M. Ostrander. 


A recent experience with mail 
order papers convinces me that few 
such publications have anywhere 
near the circulation they claim. I 
invested $10,000 in the March and 
April issues of a number of highly 
recommended mail order  me- 
diums. 

With the exception of three pa- 
pers the results were frightfully 
poor. I cannot see how these me- 
diums could possibly have mailed 
the number of copies claimed and 
bring so few inquiries. 

Under the circumstances I feel 
I would be justified in thinking up 
a lot of harsh, jarring, and uncom- 
plimentary remarks to make about 
some publishers, but as the weather 
is warm and [ am pretty busy, I 
will simply give a plain statement 
of what I paid them and what they 
gave me, hoping it will be some- 
thing of a guide to some of the 
readers of this journal who con- 
template spending some money in 
the mail order papers. 

As shown by the following table, 
Green's Fruit Grower and Home 
Companion, Brown Book of Bos- 


ton and Conkey’s Home Journal” 
were the only publications that gave 
me my money’s worth because, as 
my records prove, I cannot afford 
to pay more than a dollar each for 
inquiries. The papers in this list 
all carried practically the same ad- 
vertisements during the same 
months, so that the comparisons 
are fair to all. 





PERIODICALS. 


“£idaa 
4800 
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Green’s Fruit Grower and 
Home Companion 

Brown Book of Boston.. 

Conkey’s Home Journal .. 

People’s Home Journal and 


W vin 

Hon.e. Monthi 

Vickery & ib nang and Amer- 
ican Wom | 

IMlustrated ( Companion.. 

Welcome Guest 

Park’s F _— Magazine. 

Family Cire’ 


BOBS ee me et ee pet tts et 


Unique Monthly.. 
Woman’s Farm Journal 
rim 


Pilg 

Garden and Farm . 

Modern Stories........ 

Mail Order Monthly 
(eavenien & Woman’s Home 


BRS SR2Quecassare askeesarekkks nev 


Bow SD OV wm mm 20 DD PD 2209.00 


ou 
Home ¢ Queen. 
Mayfiower.... 














Of course I do not lose sight of 
the fact that a single inquiry is 
often worth dozens of times the 
whole cost of the advertisement 
that brings it, but, as the valuable 
inquiries are always very evenly 
mixed with the worthless ones, I 
can judge the value of a medium 
only by the cost per reply. 

——___+o+ 


ILLUSTRATED EXPRESSION. 


4 SHOCKING AFFAIR. 
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EVERYBODY 


~ NASHVILLE 


READS 


The Banner 


It is the paper that will 











make your advertising suc- 


cessful in Tennessee. It 
is more liberally patron- 
ized by advertisers than 
any other paper in Nash- 
ville, and guarantees that 





its circulation is more than 
double that of any other 
Nashville daily. 





EASTERN REPRESENTATIVE: 


| VREELAND - BENJAMIN 


Special Agency 


{50 NASSAU ST., NEW YORK 
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months are dull for 
clothing stores, but the Scotch 
Woolen Mills Company, No. 915 
Market street, has originated a 
scheme which will doubtless keep 
their tailors busy until Fall. Dur- 
ing the past two weeks the eye- 
catching word “Free’’ has occupied 
conspicuous space in their adver- 
tisements, a perusal of which gives 
the reader this information: “An 
extra pair of four dollar pure wool 
trousers presented free with every 
suit ordered now. Twice a year, 
after Decoration Day and Christ- 
mas, we make a special offer of 
this kind in all our stores. We do 
it to keep business booming and 
to keep our tailor shops busy the 
whole year ’round. We cannot af- 
ford to disorganize our working 
forces by laying off help. It is 
a long and difficult task to get 
together a body of efficient, expert 
workpeople such as ours. When 
we have gotten them, we do every- 
thing possible to retain them. Suits 
$15. Made to measure. Made to 
fit. Extra trousers free.” 

When I asked Mr. Barnes, the 
Philad ‘elphis manager, whether the 
plan is proving successful, he re- 
plied: “We are rushed to our limit. 
Why, on Saturday last two hun- 
dred and thirty men were measured 
for suits. You see the object of 
these offers, in addition to keeping 
busy during the dull months, is to 
secure new customers and get 
them acquainted with our store ser- 
vice and the advantage of our 
‘Mills to Men Direct’ system. We 
give the same rigid guarantee with 
every garment as we always give. 
Everything must be absolutely cor- 
rect. The extra trousers in reality 
reduce the price of a suit from 
$15 to $11; but there is no slighting 
of work on that account.” 

This idea, as far as I can learn, 
is a new one in Philadelphia, and, 
perhaps, clothiers in other cities 
may profit by the example. 

* * a 

One of the most novel, as it 
is one of the most aggressive, 
movements in general store pro- 
gress, was inaugurated recently by 
the buyers, managers and assistant 
executives of Gimpel Brothers. The 
purpose of the organization is to 


Summer 
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study scientifically and practically 
the conditions of store success, 
several members of the society be- 
ing detailed at periodical inter- 
vals to make reports in the partic- 
ular branch assigned them at the 
monthly meeting of the club. Of 
course, business alone would make 
the individual as well as the so- 
ciety, top heavy; hence, suitable 
entertainment is to be a part of 
each meeting. The officers of the 
club are: A. A. Christian, presi- 
dent; James M. Rodger, vice-presi- 
dent ; Robert H. Preston, secretary 
and treasurer. Mr. Christian is 
the advertising manager of Gimpel 
Brothers, and is one of the most 
prominent men in the advertising 
business. 
* x > 

In one of the Chestnut street 
windows of John Wanamaker’s 
store is exhibited a copy of the 
London Sun of July 9, 1838, the 
year in which Queen Victoria was 
crowned. It is printed in gold, 
shows a very good picture of the 
Queen, and tells of the coronation 
chair, the coronation regalia and 


other interesting things in connec- 


tion with the ceremony. In the 
same window is a reproduction of 
the coronation chair spoken of in 
the paper. Hundreds of people 
stop to see the interesting relic of 
the last coronation, while on the 
second floor, City Hall corner of 
the store, Coronation Hall still at- 
tracts many visitors. 
* * * 


Among the best written and 
most attractively displayed furni- 
ture advertisements running of late 
in the Philadelphia newspapers 
have been the unusually large 
cards of the J. B. Van Sciver Com- 
pany, containing announcements of 
its rebuilding sale, the rebuilding 
being made necessary by the new 
station recently erected by the 
Pennsylvania Railroad Company 
on the ground adjoining the Van 
Sciver property. The cuts in these 
advertisements invariably show up 
strongly and clearly: while the 
reading matter is set in such bold, 
attractive type, set off by a plenti- 
tude of white space, that the read- 
er cannot help seeing a Van Sciver 
advertisement whether inclined to 
do so or not. 
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$200 Reward 





In referring to the circulation claims of two New 
York City papers, Printers’ Jnk, under date of June 
3, 1902, made the following offer: Printers’ Jnk will 
pay a hundred dollars for an honest circulation state- 
ment from either of the two papers named. 


By an honest statement is meant such 
an one as is furnished regularly .to the 
American Newspaper Directory by the 
Philadelphia Record, Chicago Record-/Lerald, St. 
Louis Globe-Democrat, Cincinnati TZimes-Star, 
Boston Glode or 


San Francisco Call 








The San Francisco CALL guarantees to its pa- 
trons a daily average in excess of 60,000 copies. 


The bulk of this large circulation is in 
the homes of people having a regular and 
adequate income. 


THAT’S WHY in tg01 the CALL published 


many thousand inches of dis- 
play advertising more than any other San Fran- 
cisco morning paper. 


IT BRINGS RETURNS 











Circulation books open to advertisers. 








JOHN D. SPRECHLES, PROPRIETOR. 


w. S.z LEAHE, MANAGER. 


San Francisco, Cal. 
STEPHEN B. SMITH, —_ C. GEO. KROGNESS, 
Advertising Representative, Advertising Representative, 
No, 80 Tribune Building New York. Marquette Building, Chicago, Ill. 
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AMERICANS IN MEXICO. 


It is surprising how successful 
Ameficans are in propagating their 
wares in the Aztec country. Not 
many years ago this territory was 
almost exclusively in the hands of 
British, German and _ French 
tradesmen. To-day Mexico is the 
largest buyer of American goods 
on the western hemisphere, except- 
ing Canada. This growth is due 
in a measure to the investment of 
something like $200,000,000 of 
American capital in Mexican en- 
terprises. Here it must not be for- 
gotten, however, that our trades- 
men though they are favored 
whenever foreign machinery or 
supplies are wanted, still ad- 
vertise extensively in the best Mex- 
ican periodicals. Unlike advertis- 
ing in European journals, the 
American manufacturer pursues 
much the same policy in Mexico 
that he does at home as regards 
the wording and general make-up 
of his ad. This custom may be 
due to the fact that Mexicans are 
such close neighbors of ours, who 
by friendly intercourse have be- 
come accustomed to many of our 
ways, so that they have learned to 
appreciate the progressive business 
policy of the Americans. Of 
course the majority of the adver- 
tisements are printed in the Span- 
ish language, though occasionally 
one sees a card in English, An- 
other fact worthy of note is that 
most of the large advertisers give 
the address of their headquarters 
in the United States and solicit 
orders direct. Some have regular 
representatives in Mexico, who by 
the way, often handle goods made 
by various concerns who are some- 
times in the same line of business. 
It is gratifying to see that a num- 
ber of the more important export- 
ers to European countries are 
among the most energetic adver- 
tisers in Mexico. Here may be 
mentioned the Joseph Dixon Cru- 
cible Company, of Jersey City, 
N. J., who advertise graphite lub- 
ricants and other plumbago prod- 
ucts; the Jeffrey Manufacturing 
Company, of Columbus, O., makers 
of mining and other machinery; 
James Leffel & Co., of Springfield, 
O., manufacturers of water wheels 
and turbines; the Colorado Iron 
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Works, of Denver, Colo., and the 
Lodge & Shipley Machine Tool 
Company, of Cincinnati, O. In 
this connection it is interesting to 
chronicle that many concerns al- 
ready prominent in the Canadian 
and South American export trade 
are also extensive advertisers in 
Mexico. Among them are the 
Rand Drill Company. of New 
York, whose representatives in 
Mexico are Victor M. Brashi & 
Bro.; the Roessler & Hasslacher 
Chemical Company, of New York; 
the Western Chemical Company, 
of Denver, Colo., William Ains- 
worth & Sons, of Denver, Colo., 
dealers in engineers’ and surveyors’ 
instruments; the Western Electric 
and Machinery Company, of Los 
Angeles, Cal.; the Denver Fire 
Clay Company, of Denver, Colo.; 
the Chrome Steel Works, of 
Brooklyn, N. Y.; E. E. Burlingame 
& Co., of Denver, Colo., assayers; 
and J. L. Robertson & Sons, of 
New York, who make steam spe- 
cialties. 

Advertising space however is not 

all allotted to the big manufactur- 
ers of machinery and supplies, for 
there are a number of purely in- 
dividual enterprises that solicit at- 
tention. In this category is the 
Keeley Institute, of Dallas, Tex., 
which advertises that it is the only 
Keeley institute for the cure of all 
drink and drug addictions in either 
Texas, Oklahoma or Indian Terri- 
tories. Sometimes this ad appears 
in near proximity to that of the 
Compania Cervecera, dealers, in 
various brands of beer. The Na- 
tional Advertising Company, of 
Denver, Colo., is also catering to 
Mexican interests by carrying a 
card on the inside cover page of 
a prominent journal. On_ the 
whole it is encouraging to see that 
the Americans are not slow to rec- 
ognize the value of judicious ad- 
vertising, even though their goods 
@re already well-known to Mexi- 
canis. 


ttle ictimigs 
Ir is pleasing to know that the great 
majority of merchants do not encourage 
the practice of substitution.—Progres- 
sive Advertiser. 
or 


Many merchants 


who kick because 
their advertising doesn’t pay wouldn’t 
recognize satisfactory results if they were 
bumped up against them.—White’s Say- 
ings. 
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There are more 
TRIBUNES sold 
every day within 
the corporate limit 
of the City of Min- 
neapolis than all 
the other local 


English daily pub- 


lications combined. 

See report of the 
Association of Am-= 
erican Advertisers. 
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AN ADVERTISING PHILOLO- 
GIST. 


By Joel Benton. 


In some of the countries of 
Europe there are officers appointed 
in the different towns and school 
districts who are called ‘School 
Hygienists.” They are, of course, 
medically educated men and it is 
their business to see that the school 
rooms are properly ventilated and 
lighted; that the eyes of the stu- 
dents are spectacled where neces- 
sary; that none has a contagious 
disease or has acquired a bad pos- 
ture or other bad habits. 

The need of the School Hygien- 
ist is undoubted and almost self- 
explanatory, but it seems to me 
that reasons just as good exist for 
the establishment of an ‘“Adver- 
tising Philologist.”. Some might 
prefer to call him, though, the 
“Arbiter of Nomenclature” for the 
crying weakness of modern adver- 
tising is its puerility in name mak- 
ing. 

As we look on the various ad- 
vertising pages that confront us 
on the car panels and on the bill- 
boards, we see constantly some 
new word apparition of the **Scour- 
ene” or “Billionnerve” order; 
hybrid combinations like ‘“Ruby- 
Vin” and ‘“Malta-Vina” and “Ru- 
terba’’"—all worse than pidgin-Eng- 
lish without being half as useful— 
put forth to describe and commend 
some new article. Who is it that 
invents or coins so many verbal 
monstrosities it would be interest- 
ing to know. The firms that use 
them are men of intelligence. Do 
they leave with the drivers of their 
wagons or the ostlers in their barns 
this function? If they should, the 
work could hardly be less felicit- 
ously done. It ought to be under- 
stood, I think, better than it is 
that there is really something in a 
name. <A _ noted book publisher 
said to me once that a good title 
to a book went half way to the 
making of its success. And we 
know that a child miserably named 
carries with him through life an 
undeserved stigma and a conse- 
quent burden. This principle ap- 
plies just as closely to the appel- 
lation attached to a merchantable 
commodity. The circus men may 
err sometimes in the purity of 
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nomenclature but they at any rate 
give it the antiseptic quality of 
an attempt at grandeur—not a leap 
into idiocy. They are always son- 
orous if they are not always sound 
in their phrasing. You get’ the 
glimmer of greatness and the spell 
of mystery from their lofty vocab- 
ulary. It must be understood that 
words are the powerful counters 
in advertising just as they are in 
literature—and on the literate and 
illiterate they have their psychic 
effect. When Dr, Johnson met the 
language of the rough fishwoman 
at Billingsgate with the assertions 
vociferously stated that, “You are 
a pyramid, a hypothenuse, an isos- 
celes triangle and a_parallelopi- 
pedon,” she was utterly crushed 
and out-talked and began at last 
to realize the depths of her in- 
iquity. Here it was the dark mys- 
tery and supposed aroma of high 
sounding vocables that accomplish- 
ed the overthrow of one who was 
ignorant of the fact that she was 
not only hit by the dictionary but 
by the great dictionary-maker. If 
words that bear no meaning in 
their application can do so much, 
those putting sound and sense to- 
gether are doubly potent. But 
those with silliness, malformation 
and little sense are only potent in 
the wrong direction. 

There will be of course no Ad- 
vertising Philologist appointed by 
law, but the advertising “Smiths” 
can assume his function, or the 
wealthy firm can select one for 
itself. No matter how he is de- 
veloped, it seems to me that he is 
just now very much wanted—and 
if he is really a master of the Eng- 
lish tongue he should gain money 
and promote a profitable service. 


toc Socom 
THE COST OF ILLUSTRATION. 
The cost of an illustration is not 


represented entirely by the money that 
is paid the designer to produce it. It 
is certainly more economical to pay more 
money for a work of merit than for one 
that is mediocre or inferior. ‘The former 
will return the difference many times 
over in the extra patronage it will in- 
fluence. This principle applies not only 
to illustrative work but to every 
branch of the advertising business ‘n- 
volving originality in ideas.—Mahin’s 
Magazine. 
SS 

_ Tue ad that doesn’t contain informa- 
tion is not the result-bringing kind— 
put that down in large type.—White’s 
Sayings. 
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The Press 


Leads Everything in 
Pittsburg 


Largest Circulation 
Largest Amount of Advertising 
Largest Number of Advertisers 
Brings Best Returns. 


DAILY AND SUNDAY 


C. J. BILLSON, 


Manager Foreign Advertising, 


CHICAGO OFFICE : NEW YORK OFFICE: 
Tribune Building. Tribune Building. 
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THE FOSTER HOSE SUP- 
PORTER. 
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INK, 


To correspondents who make in- 
quiries a circular and a price list 


“are sent, but these are not “‘fol- 


A satisfactory business is that Jowed up.” To the ladies who 


which has been built up through 
advertising alone by the Foster 
Hose Supporter Co., of 438 Broad- 
way, New York. The  con- 
cern was started five years ago, in 
Chicago, but subsequently was re- 
moved to this city, for the greater 
manufacturing and_ distributing 
facilities. 

Simultaneously with the start a 
list of Chicago ladies was selected 


—.from the local Blue Book. To 


these was mailed a neat circular 
letter, together with cuts of the 
Supporter, thorough explanations 
and a price list. The results did 
not come up to expectations and 
the concern resolved to try adver- 
tising in the magazines and other 
periodicals. From the first it had 
been decided that there should be 
no salesmen, travelling or other- 
wise, and that the advertising 
should also supply the agents and 
introduce the Supporter to dry 
goods dealers and department 
stores. 

The first ad brought 163 replies, 
or rather direct orders. This ad 
appeared in the Delineator. This 
surprising result decided the com-' 
pany’s future course, and _ ever, 
since, season by season, the busi-' 
ness has been’ expanding. 
unique system has been adopted, 
growing out of this development. 
Every six months an increased ad-!! 
vertising appropriation has been set 
aside. Contracts were then re- 
newed and new ones made. The 
first four years, quarter pages in 
the magazines were the rule. Last 
year the experiment of using half 
and entire pages was tried. At 
present, as a sequerice, half pages 
have been generally adopted. 

The ordinary system of keying 
is used and it shows that among 
the varied list of periodicals the 
Argosy has proven the most effec- 
tive. Next on the list of honor is 
the Review of Reviews, a publica- 
tion read more by men _ than 
women. Third comes the Delin- 
eator. Among the rest the Ladies’ 
Home Journal, the Ledger Month- 
ly and McClure’s lead. Harper's 
Monthly, Scribner’s and the Cen- 
tury are fruitful of returns. 





send orders, however, circular let- 
ters are occasionally sent. 

The concern has some well-de- 
fined ideas on space and display, 
believing that cuts are essential in 
its business, for only by illustration 
can the proper use of the Support- 
er be demonstrated. 

For the purpose of securing the 
trade of dealers, some of the dry 
goods trade papers are employed; 
notably the Economist, the Dry 
Goodsman, the Dry Goods Report- 
er and the Show Window. 

For the benefit of dealers the 
Sunday editions of a number of 

metropolitan dailies have also been 
used. These include such as the 
San Francisco Bulletin, which for 
the past two years has brought in 
much business; the Pittsburg 
Dispatch, Kansas City Star, Toledo 
Blade, Omaha Bee, and of late the 
Herald (New York) has been add- 
-ed. The theory with regard to 
these is that women read the Sun- 
day editions, even if not the dail- 
ies. The dealers’ names are ap- 
pended to the ads, and thus the 
company gives them full benefit 
incidentally. The daily editions 
have not been used as yet, although 
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the afternoon issues are thought to © 


be effective. 
| Programmes in Cleveland and 
Toledo have been tried, but the re- 
sults were poor. The fashion pa+ 
pers were found very poor. The 
conclusion is that they are consult- 
ed for the dress plates only, and-~ 
that nothing but dresses and out- 
side apparel interest the readers 
and subscribers of these periodi- 
cals. 

A noteworthy fact in regard to 
the trade won by the Supporter, is 


that it increases the further West , 


it goes, the best trade being along 
the Pacific Coast. 


+oo— 


Never launch a business that can have 
only a limited field in which to operate 
-—get into something that will permit 
you to expand if expansion becomes de- 
sirable.—The Advisor. 
++ 

No business is too poor to afford some 
form of good advertising. Advertising 
is as much a legitimate expense for a 
business as the salaries of the clerks and 
office help are.—Business Problems. 
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«Ce nest que le premier 


e A 33 
pas qui coutre. 


HIS old French phrase, “It is only 

the first step which costs,” is as ap- 

plicable to advertising .as it is to 

any other venture, but a great deal 
depends on how one makes the first step. 

Advertisers should begin right by select- 
ing the proper mediums, then each succeeding 
step is comparatively easy. 

If you use the right kind of newspapers, 
and there is merit in your product, profit and 
success are sure to follow. 

In selecting choose only the newspapers 
that have a proven value. In other words, 
papers that have honest circulations and 
which are known to bring results. 

The Scripps-McRae League— 7he Cin- 
cinnatt Post, The St. Louis Chronicle, The 
Cleveland Press, The Covington, Ky., Post — 
are among this class of newspapers. 

They have a combined circulation of over 
315 thousand daily and offer this entire out- 
put for 31% cents per line. 

More value, for less money, than can be 
obtained from any similar list in the country. 

General advertisers desiring further in- 
formation may address the foreign advertising 
department, D. J. RANDALL, 53 Tribune 
Bldg., New York, or I. S. WALLIs, 116 
Hartford Bldg., Chicago, IIl. 
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WASHINGTON, D. C. 


Ten per cent of the total number 
of tailors in Washington are al- 
most constant users of space in 


John 


Wanamaker 
New York 


Merchant Tailoring. 


"Your clothes have a shape 
| and swing to ’em that I like,’’ 
said one of our latest customers, 


New Yorkers like it, too, It’s 
a differént kind of tailoring than 
you can get in Washington. 

Nothing half so swell or ex- 
clusive as our fabrics in any other 
Washington establishment. 

Prices 50 per cent. lower than 
you expect to pay. 


Henry L. Kaufman, 
928 F Street. 


the newspapers. To be exact, 27 
of the 268 tailors located in Wash- 
ington are advertisers. 

The ever-increasing transient 
population of Washington is chief- 
ly responsible for this growth in 
tailoring advertising. The Na- 
tion’s Capital is the gathering 
place over fall of well-to-do men 
from all sections of the country. 
These men need winter garments 
soon after they arrive, and before 
they leave for home it is time to 
don the lighter apparel of spring 
and summer. 
This patronage is eagerly sought 
by the Washington tailors and 
they have learned that the short 
cut to it is through daily adver- 
tising in the newspapers. More 
than one tailor has told me that 
many of these transients become 
permanent patrons and continue 
having their clothes made in Wash- 
ington long after they have ceased 
their annual visits. 

Another fertile field for tailors 
who advertise is the vast army of 
government employees. Every one 


of Uncle Sam’s man servants re- 
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TAILORS’ ADVERTISING IN ceives a fair salary and each one 








(particularly the younger ones) 
deems it his duty to be tailor-made. 
His work admits of his being 
well dressed during the day and 
his social standing demands the 
same in the evening. My obser- 
vations have led me to believe that 
the man who works for the govern- 
ment is a faithful reader and pa- 
tron of advertising. 

A third source of profit to the 
advertising tailor is the better class 
of the extensive negro population 
Of Washington. Many of these 
negroes hold lucrative (for them) 
positions as messengers, etc., in 
the government departments, and 
their ambition to imitate the whites 
leads them to affect the tailor-made 
garment. They swell the trade 
of the “ten-dollar-suit-to-order” 
tailors. 

No tailor in Washington at- 
tempts to write his own advertise- 
ments. Competition is so keen 
that he recognizes the importance 
of having the best written and 
most attractively displayed ads 
that his money will buy; hence he 


“Charge Accounts Cheerfally Opened.** 


—Styles that are 
snappy — tailor- 
ing that’s un- 
surpassable. 


—No guesswork—no un- 
certainty about our tailoring. 
way 

a bit of work is done 
according tothe dictatés of. 
skill‘and experience, 
—Every garment created 
here represents the highest 
type of artistic-tailoring. 

= Bagh Suits fp age Fg FH $20 
welcome to cent. 


J. & W. Eiseman, 
1211 Penna. Ave. 


————— 
employs an expert to attend to his 
advertising. 

The first-class tailors confine 
their announcements to small space 
and dignified arguments and wind 
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up each season with a general re- 
duction of from 10 per cent to 25 
per cent. They use space in the 
Evening Star almost exclusively. 
The other tailors are the heaviest 
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About Time! 


To order your ‘new 
spring suit, don’t you 
think? 


Welll.we have 
never had so large 
and varied an assort- 
ment to select from 
—and you will never 
have a better oppor- 
tunity than now to 
make your selection. 

The styles and col- 
ors are all so differ- 
ent this season, that 
everybody—who is 
somebody—will want 
@ new spring suit— 
and if he wants to 

make his money go farthest here is 
the place to come. 

Why! just think pf excellent dress 
or business Suits to order for $15. 

Our very best Suits $17. and $20. 

Business Trousers to order $3. and 


$3.50. 
Best Dress Trousers to order $5. 


NEW ENGLAND PANTS CO., 


527 Seveuth Street N. W.. 
Near the Corner of F. Strect. 


Sa tebbbbhebhdbsbs Abd bee 
advertisers and use the morning 
papers quite extensively in connec- 
tion with the Star. These tailors 
vie with one another in offering 
the best workmanship and _ the 
finest fabrics at an alluringly low 
price. 

Similar conditions may not ob- 
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tain in other cities, yet there is a 
chance everywhere to build up a 
big tailoring business through ju- 
dicious newspaper advertising. 
There are the well-to-do men of 
every community who always have 
their garments tailor made, and be- 
sides, there are the young men 
whose ambition to dress well de- 
serves to be catered to. The pro- 
fit in tailoring is such that every 
tailor can afford to advertise. 
+e 
OUR FRIEND THE YOUNG MAN 
AGAIN. 

There are to-day millions of chances 
for the young man, but they may not all 
be on Easy street—they never were. 
The middle man groans and sweats be- 
ccuse the trust has knocked him higher 
than Haman—but that’s the new condi- 
tion. He lived in luxury because he 
made his money bv buying from the 
troducer and selling at an enormous 
profit to the manufacturer. The trust 
has played havoc with him—and he 
moans in his anguish that the young 
man stands no show. No show for 
what? No show to vlace the price on 
the farmer’s product, and then demand 
his own terms from the manufacturer. 

The voung man stands a show and a 
s00d one to-day—if he masters his 
profession or his trade and goes in to 
win. He must cut out rum and kindred 
folly and get his nose to the grind stone 
and work as his father worked and not 
half as hard as his grandfather worked 
to make a bare existence. Competency 
is alwavs in demand and always will be. 
Drones and counterfeits and pretenders 
stand no show. In this day of big for- 
tunes and prosperity the people demand 
the best—they have money to pay for 
it and it must come. Yet, notwith- 
standing. the young man who will find 
his place stands all the show he needs— 
and as good a chance to succeed as ever 
in the world’s history.—Everything 
Atlanta, Ga. 

SS 

THERE are some advertisers who find 
it easy to talk about anything under 
the sun except their own goods and their 
own business. The public is apt to 
judge such an advertiser very harshly.— 
Business Problems, 


JUST ONE HALF 


of Washington, D. 


Star’s contemporaries. 


cannot touch. 


C., can be reached by the 


THE OTHER HALF they 


The #vening Star has them all. 


M. LEE STARKE, Manager General Advertising, 


Tribune Building, 
NEw YorK. 


Tribune Building, 
CHICAGO. 
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IMPORTANT “WHYS.” Classified Advertisements. 
Why some merchants will call the —— ; 
same announcement, appearing in their 4d@vertisements under this head two linesor more, 


space in the newspaper, day after day, a ee ae, Seeentoa ins. ius Se 
and week after week, advertising. 

Why — a have o> WANTS. 
kept stock and store, advertise regulartv, = 
changing their ad frequently, and then HE TIMES-DEMOCRAT, © artotte, N.C.. leads 
employ an impudent, know-it-all clerk, = = 
who drives away more trade in one HE CHARLOTTE NEWS heads the list of 
week than the merchant’s advertising afternoon papers in North Carolina. 


brings him in two weeks. ~ UCCESSFUL advertising Ree nd Hak 
Why still other merchants will con- 1 lication to represent in York and East 


sider the advisability of employing an Address‘ D.,” care Printers’ Ink 
adwriter, and fail to supply him with MO8E than 200,000 copies of the morning edi- 
sufficient facts about the business to en- tion of the World are sold in Greater New 
able him to prepare decent ads, or insist Yorkevery day. Beats any two other papers. 
that the ad shall be written and printed W AXTED=To buy or lease established paper 
according to their (the merchant’s) idea, and printing pla tin Middle West or Pa- 
and then “kick”? because the ads do not cific Slope, in town of 20,000 upward. Address 
pull. “ E. P.,” care | ‘rinters’ Ink. 

Why some more mechants will not W 2 NtED -Reliable person to solicit adver- 
take the time and trouble Een gi to tisements in New Lied age in Chi- 
have their show windows cleaned once cago and one in Boston. Li pay AC 
in a while, so as to permit passers-by ERS’ GAZE1TE, Milford, N. 
to tell whether they are selling clothing QITUATIONS secured and help furnished for 
or snow shovels. any department of pewaperes work. Make 

Why some merchants will expect the serene suewe to sRr BAe ONAL EMPLOY- 
advertising which they do a few weeks AGE Box anton, ¢ 
before the holidays, to keep their stores NIRCULATION boomers. Two hustling circu- 
busy for the next ten months. / lation canvassers will canvass city for yt 

Why some advertisers will continue S¢tibers and ads: Come well recommended. 

, 3 . dress “ CIRCU LATION, care Printers’ Ink. 
to use in their retail ads meaningless 
words, like “Hello!” set up in big let- POSITION wanted for - first-class proofreader ; 
ters, with the notion that such an ad pM a 
— not say wayne, 5 in particular so TIONAL, EMPLOYMENT AGENCY. Canton, O. 
ong as it attracts people’s attention. — 

Why other advertisers imagine that ANTED—To buy four or five second hand 
thev can foist any old kind of merchan- v Mergenthaler Linotype machines. State 


service, condition and price. Address 
dise upon the public, if they simply add TNOTYPE.” 628 Tremont Bldg., Boston, Mass. 
e 5 1 r . ot ~ a 
oa age gaa in their ads, “nc OSITION open for all-around printer for 
in the tru country office, for a subscripticn solicitor 
Why some advertising firms who pay 


on daily, acirculation manager and editor for 
high prices in good pulling mediums, do mining journal. “A.H.,” 411 Fulton St.,Canton,O. 
not more persistently follow up the re- XPERIENCE] 

. ‘ - ) expert chemist, who is a uni- 
plies received, with the purpose of turn- 4,” yersity and medical graduate, desires to 
ing those replies into orders. P correspond with steel company, beet sugar com- 

’hy otherwise well managed rms_ pany or other concern who need an Al chemist. 
will do clever advertising, use good Address “ CHEMIST,” care Printers’ Ink. 


stationery and printed matter, and then ANVASSER wanted to sell PRINTERS’ InK—a 
employ some bungling stenogr rapher to of Ee for Severseere—_puaniened weekly 
at five dollarsayear. It teaches the science an 

eee Sate Pegi thus giving Red practice of Advertising, and is highly esteemed 
correspondence the appearance of being by the most sacceastet advertieere in this coun- 
prepared by a ten-year-old boy. try and Great Britain. Liberal commiss‘on ai- 
‘hy some publishers don’t quit tell- lowed. Address PRINTERS? INK: No. 10 Spruce 

ing advertisers the populatidn of the St» New York. 


county and State wherein their pub" UBSCRIPTION SOLICITOR—A position on 

cations are printed, when questioned \ one of the leading trade papers of the coun 

about circulations, and come right down n ory is op . to > & firet-class subscription solicitor 

one need apply unless able to show best of ref- 

to the exact statement of bona fide cire:- grene es and having had experience, and capable 

lation. as . of earning $2,000 to $2,500 per year. Position a 

Why some other publishers persist permanent one. Address “TRA ADE PAPER, P 
in setting up the ads in their papers in are Printers’ Ink, New York City 

out-of-date, obsolete, before-the-war type r 
’ ’ M ‘ype, N _Eve: > “ 
when the neat, up-to-the-minute kind W a, very advertisement water 90-20 


i cure a copy of our book of ready-made 
can be found in every type foundry. advertisements. A veritable mine of sugges 
Why a great many other useless and oe — a ap oad sgh ag over five 
: : “ 7 _ hundred examples of effective ads nvaluable 
harmful things, too numerous to men- gag hought stimulator for advertisement wr't 
tion,” are indulged in by otherwise ra- ers, Sent postpaid on receipt of price, $1. Ad 
tional, prudent and economical business dress GEORGE. P. ROWELL & CO., 10 Spruce St. 
men; seven days in the week, and fifty- New York. >, 
two weeks in the year, when, by the in- V 7 ANTED—Office man to do corre: pondence, 
vestment of a small amount they can, take charge of traveling men. orders and 
at least, read a few good trade journals, advertising. Must furnish references and be ac- 
and reduce to a minimum the inconsi:t- rantenes with —_ —agronns i shop orders 
% and making sales, Prefer applicant to possess 
owe in their business.-—Advertising knowledge of stenography. Correspondence 
Vorld, confidential if desired. ‘Fxceptional « pportanity 
ee 5 cee for capable man. Address fis co., 
One can never tell how far a good Owensboro, Ky. 








deed or a good advertisement will travel. a 
Each one goes on working for you long CAPS. 
after it has dropped out of your mind.- ANBURY HAT CO..N. Y. 
Business Problems. a ‘ 


Caps quick—any ad embroidered on, 
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MAIL ORDER BUSINESS. 
S. MAIL [from county for mail order trade. Gleaned 
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ADDRESSES FOR SALE. 














LEVELAND : 85,000, all classified. U. from count 
; > papers. Write for particulars. 
ING & ADVG. ‘CO., INC., Cleveland. Sample “ New n venter” lier saci: NTUCKY 
aeeeres AND EINDIANA * yp INFORMATION 
COLOR PLA TES. , Masonic Building, New A\- 
| tony iy, 





HEAP COLOR BL‘ 1CKS f for catalogue covers, a 
C blotter designs, ete. MAIL CUT CO., Phila. PRINTERS’ MACHINERY. 


hl = BUY, SELL OR EXCHANGE 
ters’ ay , material and supplies. 





a? oa 
UNIFORM C. M CAPS. 
} all found 


E orrN ae end aT OD. 28 samples promptly fu aq need. EB st nates cheerfully furnished. 
PA Toage. sg REN CONNER. oPENDLE ER & CO., N. Y. City. 
Mz LIL ING MACHINES. «0 


pes DICK M any MAILER, | lehtost and ADVERTISING NOVELTIES. 
quickest. Price $12. F. c. N On tie semen “of invitin, 
g announcements 
Mir., 178 Vermont 8t., Buffalo, N. Y. F of ff Advert King Novelties likely to benefit 
ermal reader ax well as advertiser, 4 lines will be in- 
TO LET. serted under this head once for one dollar. 


N ADE FROM SPIKE NAILS. Knives, forks, 
spoons, cigar box openers, ote. Best adv’g 





0 LET ante! offices at No. 10 Spruce St. 


Rent, $600, 400, respectivel Appl 
to Dige rer ROW ELIS & Co., ownaen, on tae novelty, best > * rat resorts. Samples, ee 
premises. Expo’n souvenir, 15c. Booklet for aski WICK 
— HATHAW ays CONCERN, Box 100, Madison, O. 


SLECTROTYPES AND STEREOTYPES. oases 
ERY XC NGE. 

a UECTROTYPE or stereotype cuts. When you EICHANG 
‘4 want good ones, order from Bright's “(id E XCHANGE what you don’t want for some- 
Ketiable,” St. Louis Klectrotype Foundry, No. 4 thing you do. If you have mail order names, 
211 North Third St., St. Louis, Mo. stock cuts or something similar, and want to ex- 
——— change ——- for Soees, put an ae aes in 
r PRINTERS’ INK. There are pro! ly many per- 
CALENDARS. sons among the yo ot tiie ps paper with whom 
, ou can effect a speedy and advantageous ex- 
Ms artistic line of sf epecrany Wy calendars enon The price for such advertisements is 

















ever = ry a on HIN, 25 cents per line each insertion. Send along your 
- advertisement. 
45 Beekman St., New York City. a 7 ——— 
—e MISCELLANEOUS. 
ADDRESS: ESSES, Sarenere a ay 
JUBLISHERS’ COMMERCIAL UNION ; a credit 






ES SES of 1 the best citizens of agency covering all advertisers and nts; 
umberland, Franklin and : very publisher needs it. — at _— ldg., 
ssatonce PRESS Chicago, or Temple Court, New Yor! 


5,000 Dauphin. 





Perry Counties, a Addre 
bs) 3 y’ 8) gr Ps yo 
ADVE RTI: ING "BU RE AU, Box '49,Harrisburg,Pa. ue BODEGA XXXX WHISKY. eit brand 
— a 10 years old, one gal. or 4 full quarts, 35, 
MULTIPLATE PROCESS PRINTING. Send check, p. o. or ex. order. J. W. CALN 

" Li ETTER HEADS o & CO., Distillers, 321 Tremont St., Boston, ay 
5,000 iin dorsampn® GekePatod "TE advertoer fag facilities for, furnishing 
things just as cheap. CLARK & ZUGALLA, are Bf Ae py 4 
Governmental Departments, anc e service is 
Printers and Paper Dealers, 88 Gold St., N. a City. rendered fore monerate compensation. Address 
— An ps ae na A.V. LEWIS, 729 Eighteenth St., Washington, D.C. 








STOCK CUTS. 
wre IN you "SEE a line cut you w ant, clip the HALF-TONES. 
proof and mail to us with § and we will 75° 
send you a good plate from it, sa i f ne 4 ones, mounted. KNOX 
over column wide. MAIL CU TCO. Philadelphia, 40 CVILLE HNGRAVING CO., Knoxville, Tenn. 














— hag hg ae tg To a pS 
OUNGS A 
COIN "CARDS. GRAVING CO., Youngstown, Ohic. 





7 ING COIN MAILERS, Beverly, Mass. Sam- C.—1 col. peibéian paint. 
ples eon $1.60 re in large lots. 80 Special terms and bases to publishers. 
&3 PER Less for more; any printing. MAIL CUT CO., Philadelphia. 
~v TRE GOIN WRAPPER CO., Detroit, Mich. ALF-TONE cuts, coarse screen, for news 
> Lg pose Send ong ped col., Ft Faso 
4 rs col., $1.50. Send cash with order and we deliver 
SUPPLIES. ree anywhere in S. GRANT ee ING 


f yw Uz. 
W. D. WILSON PRINTING INK CO., Limitea, CO-, 112114 North Ninth St., Phila., 








of 17 Spruce 8t., New York, sell more mag- +o 
a cut inks than any other ink house in the PRE. MIUM MS. 
trac a ; 
Special prices to cash buyers. Rsase goods are trade builders. Thou 
+. : — <a Pa suitable for 
r . publishers and others from the foremost manu- 
PRI} TERS HELPS. facturing and m a a in jewelry and 


ONDS, CERTIFICATES and DIPLOMAS. Se: kindred lines. 500-pu; list price catalogue 
I for samplesand estimates; also lithogra “ne free. 8. F. MYERS CO., Ts50. 52 Maiden Lane, N.Y. 
rlanks, to be completed by supe ane age y rs) pagers w 
rae of pater ALBERE KING & OO, CU NUUATCNCtoake hie wan On Pit 
ithographers, 105 William st New Y very profitable premium for subscriptions. It is 
_ as good as his “ Life of McKinley,” of which over 
ILLUSTRATORS AND ILLUSTRATIONS. eae eae ee ee eee ee © eee 
— of the splendors and horrors of Martinique 
H. SENIOR & CO., Wood F. Engravers, 10Spruce nd St. Vincent, together with the volcanoes of 
St., New York. Service goodand prompt. ©!d, and considers phenomena threatening the 
= een existence of the globe. Demand enormous. 500 
{ yur R WORK AND PRICES SATISFY ALL. page 8, 8x0. Nearly one hundred finest illustra- 
*Promptness and a, our motto. ions. Sample copy werd oo 62 cents. Special 
Li too bi; 00 fine for us. prices for quantities. Ad 
BROOKLYN E CGRAVIN YG CO., THE D OMINION t ‘OMPANY, 
364 Bridge St., Brooklyn, N. = Department D, Chicago. 


++ 
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ILLUSTR. ATIONS. 


ogee lea for the. newspaper, ete seoked dee; 
Will print on any s E STAN 
ARD ENGRAV. NG CO. OF NEW YORE, 61 Ann St. 


een anaes 
SUCCESSFUL CIGAR ADS. 


O™Y recently I was offered a toms ting price 
for the scrap-book comeaning © e original 





maufacturers, undertaken to publish a number 
of fac-simile copies. A limited number of copies 
now offered for sale. Over 500 display ads and 
locals, together witn the different schemes which 
brought the en dl Olea Factory fame and 
thousands of details regarding 
same address MAX SURG, ‘New Ulm, Minn. 
—————_~tor —— 


FOR SALE. 


[HE best city in North Carolina is Charlotte. 
THE NEws reaches twice as many of its peo- 
ple as any other paper. 


‘HE best county in North Carolina is Mecklen- 
burg. The Trmes-DEMOCRAT reaches twice 
as many of its people as any other paper. 


j) VERY issue of PRINTERS’ INK is religiously 

4 read by many ba ~ men and printers, 
as well as by advertisers. If you want to buya 
paper, or to sell a paper, ores or ink, the thin 
to do is coannounes 3 your ire in a classifie 
advertisement in apg INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
= 4 ye Address PRINTERS? INK, 10 Spruce 

ew Y ° 








—_- +e —— 
BOOKS. 


KPARTMENT STORE DIRECTORY. 
$1 postpaid. 253 Broadway, New York. 


Poste A COUNTRY NEWSPAPER—Text- 
4 book for newspaper makers. Worth its 
weight in gold in practical instruction. Subjects 
treated : the man, field, plant, paper, news, head- 
ings, circulation, advertising, daily. law: how to 
make a newsierand better paying paper ; how to 
get news, advertising, circulation ‘© book like 
it. Saves time, lessens worry, earns money. In- 
dorsed by leading newspanrer men. Bound in 
cloth, $1 povtps id. THE MINION COMPANY, 
334 Dearborn $ ., Chicago. 


Peary wane ADVERTISEMENTS. Messrs. 
Geo P. Rowell & Co., 10 Spruce St., New 
York, send the Caveat a handsome 92-page book 
entitled “‘ Ready-Made Advertisements.”’ The 
book contains, besides other valuable informa 
tion, examples and styles of advertising for al- 
most every business. For merchants and others 
who write their own advertisements this little 
work will be found invaluable. The price is only 
one dollar.—Cazxton Caveat. 

The book will be sent to any address upon re 
ceipt of one dollar. GEO. P. ROWELL & CO., 10 
Spruce St., New York. 


PRINTERS. 
£ NOTEHFADS, $4. Good or, good 
» 00 oe vi 


Ee Send copy and cash with 
order. JOHN FAWCETT, Printer, Delphi, Jnd. 


ge oe are not satisfied where you are, try us. 

all kinds of book and newspaper 
rinting prompt tly and satisfactorily. UNION 
*RINTING CO., 15 Vandewater St., New york. 


SMALL SPACE WELL USED. 

How often you hear somebody say - “ Now 
there's a small = well used. It stands right 
out of the pape 

The bold typographical arrangement caught 
the eye and ma at small ad stand out more 
prominently than one twice its size, but not so 
well displayed. 

One of the things we particularly pride our- 
selves on, is this ability for setting advertise- 
ments that are bound to be seen, no matter what 
position they occupy in the paner. Your local 
rrinter probably has not the equipment for doing 
this that we have, probably he doesn’t know 
how as well as we 

We furnish electrotype s too, if you like. 

This is only one of thins we do for advertis- 
ers—the printing of catalogues, booklets, circu- 
jars are some of the other thing: 

We make them stand out of the crowd too. 

PRINTERS’ INK PRESS 
4 tn se New York. 





ADVERTISING MEDIA, 
I ARDWARE DEALERS’ MAGAZINE. 
Sample copy 10 0 cents, No New York City. 


6 pe r inc nper day; di lay advertising, 
25 fat rates. ENTERPRISE Brockton, Mam. 


40 ean 5 times, 25 cents. DAILY ENTER- 
PRISE, B , Mass. Circulation 8,000, 








OPULATION, city of Brockton, Mass., 40,063. 
The Brockton ENTERPRISE covers the city. 


EACH the best Southern tarmers by planting 
your adsin FARM AND TRADE, Nashville, 
Tenn, Only 10c. a line. 


A“ person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


T HE Clinton, Il., SEMI- WEFKLY ' TIMES is she 

only semi-weekly in De Witt County. It 
all home print and is published Tuesdays and 
Fridays. Adv’g rates on application. 


DVERTISERS’ GUIDE, Newmarket, N. J.— 
a Circulation, 5,000. Mailed stpaid one 
year, 25c. Ad rate lc. nonpareil iine. Close 
24th. A postal card request will bring sample. 


O* LY 50e. per line for each insertion in entire 
= of li bi country papers, located mostly in 

ork, Jersey and Peaneyivania. 
UNION PRINTING CO., 15 Vandewater St., 


DVERTISING in 100 or 1,400 weekiy papers of 

the Central West. -— od 8-page book- 

let telling about them and containing other in- 

formation. CHICAGO NEWSPAP ER UNION, 10 
Spruce St., New York. 


JEOPLE who want to reach Western readers 
with their business should consult the Bill- 
ings (Mont.) TIMES. 1t has the best general cir- 
culation of any weekly newspaper printed won 
of the Mississippi. Rates reasonable. M 
MORRIS, Proprietor. 


N ONEY TO LET—The Government reports 

the Mississippi cotton crop condition at 94¢, 
which means money and plenty of = for this, the 
richest cotton producing section in the South. 
Do you want any of this money! The Yazoo 
SENTINFL, all home print, read by 2,000 families 
each week, 1s the medium through which the in- 
teiligent and progressive cldats can be reached 
For rates and facts address DEPT. F, THE 
YAZOO SENTINEL, Yazoo City, Miss. 


ADVERTISEMENT CONSTRUCTORS. 


@ PECIAL new cuts and ads for ge J any- 
\) thing at retail. 'ow_priced, but first-class. 
THE ART LEAGUE, New York. 


HAVE somead samples. written and illustrated 
in sensible, vigorous style—business getters— 

to send you in exchange for your address. 
COMMON SENSE ADVE RISE: R, Saginaw, Mich. 


D CONSTRUCTORS will find our book of 
ready-made advertisements of great assist- 

ance in the preparation of advertisements. The 
book contains over five hundred specimens of 
good advertising, any one of which = y ous: est 
4 idea for your ad when you get ne Gent 

repaid on receipt of price, $1. Ad 4 GEO. 
Pp. Ow ELL & CO., 10 Soruce St., New York. 

DWRITERS and designers should use this 
i column to increase their business. The 
price is only 2% cents a line, being the cheapest 
of any medium published, considering circula 
tion and influence. A number of the most suc- 
cessful adwriters have won fame and fortune 
through persistent use of — Un sgomsags They 
gh smail and kept at it. u_ may do like- 
wise. Address orders, PRINTERS INE 10 Spruce 
St., New York 








M MY LIM 

is reached when I have induced wl bay 7 
tiser to write me for samples of my “ doi fl. | 
a leisurely examination of what I ——} ‘him 
DOFS NOT make him wonder whether some of 
my“ things” would not pay him, I simply rt 
down my “horn” without another “ toot” 
“tootiet’ I make Catalogues, Booklets, Price 
Lists, Folders, Circulars, Mailine Cards, Newspa- 
per and Magazine Advts., etc.. ete., and desire to 
emphasize two things. viz., sending for such sam- 
ples will cost you nothing and commit you to 
nothing, and Pitan cards will not be noticed by 

NCIS I. MAULF, 
No. 13. 02 Sansom St. Philadelphia. 
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The Death Trap in Spruce Street, 


ONLY OPENS AT NIGHT NOW. 





The Rev. Dr. George L. Shearer, managing secretary of the American Tract Society, 
c lled on Mayor Low yesterday to lay before him what he called a clear case of injustice. Dr. 
Shearer says that George P. Rowell, whose place of business is at No. 10 Spruce street, ad- 
joining the Tract Society’s building, has complained to the Corporation Counsel about the coal 
hole in the sidewalk on the Spruce street side of the society’s building, and has demanded that 
—— Department enforce the collection of a fine of $10 a day for the maintenance of the 
coal hole. 

“* Mr. Rowell is angry because some of his former tenants became our tenants,” said Dr. 
Shearer, ‘‘ and he has been dogging us on alleged violations for many months. I have with 
me a list of buildings that are infringing upon the law in the same manner as ourselves, and 
these I have shown the Mayor. If we are to be prosecuted, we all ought to be treated alike. 
As a matter of fact, we have a right to put in a coal hole on the Nassau street side of our build- 
ing, but if we constructed it there it would be of infinitely greater annoyance to the public than 
it is now. We put in our coal at night, and the hole is sufficiently well guarded to prevent 
accidents. We got the necessary permit for the coal hole when the building was erected, but 
it has since been held that we are violating an ordinance in maintaining it. It would cost us 
thousands of dollars to change the place for receiving our coal, and Mr. Rowell is perfectly 
well aware of this fact.”"—V. V'. Tribune, June 21, 1902. 


A “HOISTWAY” NOT A “COAL HOLE.” 


The Rev. Dr. George L. Shearer, 7 of the American Tract Society, declares that 
the opening on the Spruce street sidewalk of the society’s building called a “‘cual hole ”’ would 
be more accurately termed a “‘ hoistway,”’ and that the building reported as having lost tenants 
by the erection of the Tract House was No. 8 Spruce street, instead of No. 10, the property of 
George P. Rowell & Co.—N. Y. Tribune, Fune 26, 1902. 


rey 


New York, June 25, 1902. 











orn 





Messrs. Geo. P. Rowell & Co., 
Io Spruce Street, New York: 

GENTLEMEN—TIf you will withdraw the complaint made to 
the City Government against our hoistway in Spruce street, 
which you denominate the “death trap,” I will give you my 
assurance, personally and in behalf of the American Tract 
Society, of which I am the secretary, that said hoistway shall 
not be opened between the hours of 8 a. m. and 5.30 p. m. 
except by your consent. This pledge to hold good for seven 
(7) years. Yours, very truly, 


ZB c<csr ss. oY en 
Seerelow7~- 


Zo the Commissioner of Highways, 
Borough of Manhattan : 

Str—We hereby withdraw any and all complaints against 
the American Tract Society for maintaining a hoistway on the 
Spruce street side of its building, said Society having agreed 
to such limitations to the use of the hoistway as remove the 
objections raised by us. Very respectfully, 

Geo. P. Rowe.ti & Co. 











— — — ———— eases 


The Incident and the Death Trap are now regarded as closed. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

ta Issued every Wednesday. Ten cents a 
copy. Subscription price, five dollars a Tor: 
in advanee, Six dollars a hundred, No baek 
numbers. 

(ar Being printed from plates, it is always pos- 
sible to ene ~ pod edition of five hundred seg 
ies for ALE: larger number at the same 

arPu blishers desiring to subscribe for PRINT. 
ERs’ INK for the benefit of nave. trons may, on 
application, obtain special con dential terms. 


eg rson who has »ot paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 


at the expiration of the time paid for. 

av ERTISING RABES : 

Cl ts 25 cents a line: six 

words to th peel easure; display 50 cents 
a line; 15 Recon t nch. $100a page. Special 

position twenty-five per cent additional, if grant- 

ed; discount, five per cent for cash with order. 


OFFICES: NO, 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill, E.C. 


NEW YORK, JULY 9, 1902. 

AN advertiser ought to have con- 
fidence in his advertising. Many 
an advertiser has ceased to adver- 
tise when just on the verge of 
success. 


ifled 














WHILE the adwriter must have 
natural aptitude for his work, it is 
none the less true that experience 
is a necessity. Training is needful 
to success in any kind of work. 





THE advertisement partakes 
largely of the nature of news, and 
it might be made much more 
newsy. It tells of new inventions, 
new business houses, of dissolution 
of partnerships, etc. What is new- 
est and best in stock should be ad- 
vertised freely. 








A FEW days ago the Youth’s Compan- 
ion enjoyed a visit from R. W. Peabody 
of Chicago, now 91 years old, who_has 
been a subscriber of the Youth's Com- 
panion for seventy-five years. The 
Chronicle nas subscribers of from forty 


to fifty years’ standing, but the above 
beats our record.—Farmington, Me., 
Chronicle. 

The above may be correct. Ac- 


cording to the American Newspa- 
per Directory the Youth’s Com- 
panion was founded in 1827. 


THE New York Trade Review 
published bi-monthly at 214, 216, 
218 William street, New York, 
made its first appearance June 25 5th. 
It is an addition to the lstwe 
Printers’ INK nursery and prom- 
ises to reprint copiously from books 
published in the interest of adver- 
tising. The initial issue is made 
valuable by a number of extracts 
from the Little Schoolmaster. 


PRINTERS’ INK. 





EAcH 


( newspaper 
peculiar character of its own. 


possesses a 
It 
remains for the advertiser to se- 
lect those which are especially 
adapted for his business. 





CHEERFULNESS is an admirable 
quality anywhere. It is peculiarly 
attractive in an advertisement. It 
gives brightness to the promises 
contained in the advertisement, and 
makes cheery him who reads. Good 
nature aids powerfully in the mat- 
ter of buying and selling. 


THE, 


contest, 


PRINTERS’ 
- now in 

enth week, will 

the first issue in 
last day of entries is September 
24, 1902, therefore ambitious ad- 
siniths have eleven weeks more in 
which they may make an attempt 
to capture the awards. 


INK 1902 ad 
its twenty-sev- 
be closed with 
October. The 


THE newspaper is an entirety. It 
should observe the unities. The 
advertisement columns should be 
looked after as carefully as the 
other parts of the paper. It is 
gratifying that marked improve- 
ment has been shown in late years 
in this direction, but there is 
room for very much more. 


AN ideal is the most perfect con- 
ception we can have of an ambi- 
tion. Our ideals advance before 
us as we progress towards them. 
The wise man sets ideals before 
him in all the departments of his 
activity—the business, social, phy- 
sical, mental and spiritual worlds, 
and success consists in maintain- 
ing a steady progress toward all 
those ideals.—F. J. Ross. 





Ir will not be contended that weekly 
papers get the proportion of general ad- 
vertising that they formeriy did. Al- 
most ig publisher knows of lines of 
business that have dropped out of week- 
ly papers. My first experience in the 
newspaper business was in publishing a 
small weekly. Since then I published 
an afternoon daily for five years and a 
morning daily for three years, and have 
come back to the weekly field, and I no- 
tice the difference that the past ten years 
has wrought. * * * The trouble is that 
a man who claims 1,000 subscribers will 
accept three or four cents an inch from 
a general advertiser rather than lose the 
order. If he would acknowledge that 
he had only 500 subscribers and that his 
space was worth only three cents he 
would be dealing honestly.—Levi A. 
Cass, Publisher Western New Yorker, 
Warsaw, N. Y. 











THe word “advertise” has a 
most felicitous and suggestive 
origin and meaning. It means lit- 
erally “ to turn to.” It means to 
direct attention to—to attract the 
attention. Those who write should 
see to it that their advertisements 
do not pervert the meaning of the 
word, 


LEARNING by experience is a par- 
ticularly slow and expensive prop- 
osition when it involves buying 
space in several hundred publica- 
tions annually until results enable 
the list to be reduced to profitable 
proportions. Sometimes it takes 
ten years and fifty thousand dol- 
lars to select a good list by this 
method. Knowing the experience 
of other advertisers, and knowing 
circulation, is the shorter road to 
success.—American Agriculturist. 





THE business men who fail to 
appreciate advertising are likely to 
find themselves so far behind the 
times that they will never catch 
up. It is always better to adver- 
tise a little too much than not quite 
enough. It is better to use a little 
more time than is necessary in the 
consideration of advertising and 
the preparation of advertisements 
than it is to be ever so little ‘care- 
less about it. We are always will- 
ing to assist advertisers in the 
preparation of “copy.”—The Te 
naw Evening News, Saginaw 
Michigan. 


“T READ PRINTERS’ INK regularly, 
and have always liked it. Why? 
Well, aside fromits real value,I like 
it because it’s honest and unbiased. 
Trade papers run altogether too 
much free puffs and complimen- 
tary paragraphs. You can make 
a list of the advertisers who pat- 
tronize the average trade paper 
from its reading matter. But I 
know personally that no amount 
of influence or advertising patron- 
age will induce the publisher of 
PRINTERS’ INK to print worthless 
matter, and that no false fear of 
advertising somebody or something 
gratuitously will ever exclude mat- 
ter that has a value as news, or 
that is suggestive, interesting or 
helpful.’"—Bert M. Moses, Secre- 
tary Omega Chemical Co., New 
York City. 





PRINTERS’ INK. 
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Just as the dripping water wears 
away the stone, so will continuous 
advertising carve a channel to suc- 
cess. 








J. ALLEN STEPHENS, buyer and 
seller of real estate, Willard Build- 
ing, Muncie, Ind., is an up-to-date 
advertiser. The specimens he 
sends Printers’ INK, clipped from 
the Muncie, Ind., Morning Star, 
deserve praise and the ads un- 
doubtedly create prosperity for Mr. 
Stephens and also his clients. The 
ads are single column—headed 
Stephens’ Column—in short para- 
graphs prefaced with some appro- 
priate matter which is changed 
every day in the year. Good ads 
in as good a paper as the Muncie 
Star are apt to be profitable. 


A HUMOROUS writer has said that 
every marksman hits whatever he 
shoots at, but that the trouble is 
that so many men shoot at nothing. 
The make-up of many advertise- 
ments suggests that there are ad- 
writers who have no target in view 
when they pull the trigger. No 
advertisement should be written 
unless there is a purpose in view. 
There should be a singleness of 
aim. Birdshot may do some exe- 
cution in a flock of little black- 
birds, but they only serve to irri- 
tate when directed against big 
game, as a lion. Advertisements 
which fail are those which have no 
directness in them. 


It is not explained why newspa- 
pers which devote so much care, 
time and money upon the news, 
comment and miscellany of their 
columns, and which, as well, dis- 
play such zeal in securing adver- 
tisements, should leave, as often- 
times is the case, to unskilled ar 
inartistic mechanics the whole mat- 
ter of setting up and arranging ad- 
vertisements. As depéndence is 
had chiefly upon the advertisement 
columns for the revenue of the pa- 
per, it would seem to be the part 
of common prudence to make most 
‘attractive this part of the paper. It 
would pay any of the great daily 
newspapers to have a department 
of design for advertising and to 
have in it men with original and 
pleasing ideas. Such department 


would attract attention and win 
added advertisers. 
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THE Jacob Dold Packing Com- 
pany, Buffalo, New York, sends 
the Little Schoolmaster a series of 
illuminated mailing cards. They 
are neat and effective and in line 
with the other excellent advertising 
matter which Printers’ INK oc- 
casionally sees of that firm. 


“A Firty YEAR Roor” is a hand- 
some brochure from the American 
Tin Plate Company, Battery Park 
Building, New York. It contains 
a photo and description of a roof 
that was made with the company’s 
“MF” tin fifty-two years ago, as 
well as a history of tin plate mak- 
ing from the earliest times, a de- 
scription of the present American 
process of manufacture, a set of 
tables for estimating cost and 
weight of roofs, masonry and 
brick-work, directions for laying 
durable roofs and _ considerable 
other information that will apneal 
to builders and contractors. The 
pages are printed upon tints and 
profusely illustrated, while the 
cover bears a sample of the com- 
pany’s “MF” brand. The booklet 
reflects credit upon N. W. Ayer & 
Son, Philadelphia, and upon the 
printers. 





Rurus A. RUuSSELL, business 
manager of the Jacksonville (Fla.) 
Metropolis, says of the special 
agent: A special agent represents 
the newspaper; the general adver- 
tising agent represents the adver- 
tiser; as a result, the one is trying 
to get better prices for the paper 
and the other is trying to get bet- 
ter prices from the paper for the 
constituent. The result of this 
condition of things is that interests 
often clash. The special agent is 
an absolute necessity to the pub- 
lisher who is remote from the base 
of advertising supplies. We lived 
long enough without one. We sent 
all kinds of literature to advertis- 
ing agencies and to advertisers and 
developed extravagantly low prices 
and a very extravagantly low 
amount of advertising. To-day we 
are employing a special agent. Con- 
sidering the size of our present cir- 
culation the advertiser is paying 
less than he was before we em- 
ployed one, and we are doing three 
times as much foreign advertising 
and are not being gulled by fakes. 





PRINTERS’ 
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Courtesy is the grace of kings 
and should be an _all-pervading 
quality of advertisements. The 
surly advertisement will, or may, 
rather, attract the surly, but it will 
repel the man who believes that 
politeness is a virtue. 





For more than one hundred 
miles along the railroads leading 
into Buffalo there is an average of 
six Pierce bulletins on either side 
of the track, painted upon barns 
and outhouses. This display was 
used to attract attention during 
the Pan-American exposition, but 
will remain for a considerable time 
yet, as the contracts run three to 
five years. The names of the 
Pierce remedies are rather long 
and difficult to memorize, and the 
bulletins were used to make them 
more familiar to people who have 
read Pierce ads for a generation. 
Dr. V. Mott Pierce says that the 
display undoubtedly gave good re- 
sults during the period of heavy 
travel over the railroads, but he be- 
lieves that it is too expensive a 
form of advertising for ordinary 
occasions. 


Tue Jewish Daily News (39,359) and 
the Wall Street Journal (6,213) are the 
only daily papers in New York City that 
at the*present time allow their circula- 
tions to be known. The Post, under 
Mr. Seymour’s management, and the 
Telegram, under Mr. Gibson, used to 
furnish circulation statements to the 
American Newspaper Directory but 
neither one does it any more. No 
Brooklyn daily ever made a practice of 
printing circulation statements.—Frint- 
ers’ Ink, June 18, 1902. 


Mr. E. P. Call, publisher of the 
New York Post, now regrets his 
oversight in failing to furnish cir- 
culation statements for the Ameri- 
can Newspaper Directory during 
the past two years. His attention 
having been called to the oversight 
by the above paragraph in Print- 
ERS’ INK, he hastens to furnish a 
full and complete report. When the 
Directory appears in October next, 
the actual figures of the Post will 
stand out with just as much dis- 
tinctness as they did when Mr. 
Seymour was publisher. The re- 
cent offer published in Printers’ 
INK of $100 reward for a circula- 
tion statement from the Journal, 
World, Press, Times or Tribune, 
or $500 for the lot all in a bunch, 
has failed to bring response. 




















Courtesy is the least expensive 
yet most effective capital at a store- 
keeper’s command. 





A FAULT with advertisers is that 
too many of them do not pay atten- 
tion to appearances. There is 
nothing in this world which counts 
for so much as appearances. The 
best of our citizens might easily be 
mistaken for tramps if they went 
about in the rags of vagabonds. 
Seedily dressed individuals are re- 
garded with suspicion by the well 
dressed. One sees too frequently 
advertisements that are admirably 
written which lose most of their 
possible effectiveness because of 
the wretched taste shown by the 
printer in setting the same and by 
the make-up man in placing them 
in the least advantageous position. 
One has no trouble at all in finding 
advertisements, whole pages of 
them, thrown together as disorder- 
ly as the patches in a crazy quilt. 


Mr. F. T. LANE, secretary of the 
Toledo Blade Company, finds that 
rural free delivery does not cut 
into the circulation of the Weekly 
Bladc, though many weeklies, semi- 
weeklies and tri-weeklies have suf- 
fered from the advantages given 
the dailies by mail service that 
makes it possible to give the farm- 
er his paper upon the same day 
that it is published. The W eckly 
Blade was established in 1835, and 
has a national reputation and cir- 
culation. Many of its subscribers 
have taken it so long that it has 
passed into tradition, and it is re- 
newed as a matter of sentiment, 
though a thoroughly enterprising 
newspaper capable of making its 
way upon its merits. The new 
mail conditions foster the evening 
paper. People who take dailies 
through the rural districts prefer 
the evening paper for two rea- 
sons: they have no time to 
read any paper in the morn- 
ing, and have nothing else to do 
but read an evening paper after 
supper. The Blade Company has 
just completed plans for remodel- 
ling its building and increasing its 
facilities, and in October will be 
installed in a new home with a 
battery of presses that will give 
it the greatest capacity of any pa- 
per between Buffalo and Chicago. 
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THE practice of wholesalers to 
assist retailers in the advertising 
and sale of staple goods is now 
followed more and more by those 
firms who have a clear concep- 
tion of the value of publicity. 
They frequently find, however, 
that the apathy and lack of true 
understanding of advertising on 
the part of the retailer nullifies 
to a certain extent, and often to 
a very large one, the best laid 
plans—plans which can only be 
successfully consummated _ if 
every link in the chain is helping 
to lift. All large concerns have 
this experience and a large per- 
centage of their expenditure is 
practically lost, simply on ac- 
count of lack of understanding. 
Advertising is a matter of growth 
and development with every bus- 
iness, be it large or small, retail- 
ers must be educated to it and 
they must be taught how to use 
this business force. There is no 
better way to teach the retailer 
the value of advertising but to 
have him read PRINTERS’ INK, 
the journal for advertisers, 
which no man ever read with- 
out profiting thereby. To large 
firms the idea is recommended 
to subscribe for PRINTERS’ INK 
for such a number of copies as 
they may need after having 
made a survey of the list of re- 
tailers with whom they deal. 
They may try a certain section of 
the country or a single State, as 
they may choose. Their travel- 
ing salesmen may be able to sub- 
mit to them a list of the most 
enterprising retailers they visit 
on their routes and thus the plan 
may be tried under the most fa- 
vorable auspices. The reading 
of PRINTERS’ INK will gradually 
teach the retailer what adver- 
tising means and the outlay for 
the yearly subscriptions will 
likely pay well. It will re- 
duce the percentage of waste in 
the outlay of the total advertis- 
ing appropriation spent for the 
purpose to assist retailers in 
their publicity, and it will quite 
likely produce just the results 
for which you had hoped. 
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THE Court of appeals decided on 
June 27 that the use of Abigail M. 
Roberson’s portrait by the Rochest- 
er Folding Box Company did not 
violate her right of privacy, and 
consequently that she is not entitled 
o $15,000 damages that the injunc- 
tion sought for. The Court says, 
however, that the girl may draw 
another complaint along other 
lines, presumably along the lines of 
an action in libel, and that this will 
state a cause of action for which 
it is possible to obtain damages at 
the hands of a jury. 

The Roberson case is acknow- 
ledged to be the most remarkable 
that has come before the highest 
court in years, as there is no law 
to cover it, it being the settled law 
that damages cannot be recovered 
for injury to a person’s feelings. 

Miss Roberson’s complaint 
charged that the defendants used 
her picture on the printed adver- 
tisement, barrels and flour sacks 
of the Franklin Mills of Lockport, 
N. Y. After filing the summons 
and complaint, the first step in the 

case was a proceeding for an in- 
junction restraining the defendants 
from using the picture. 

A demurrer was filed to the coim- 
plaint and the argument was heard 
before Justice John M. Davy, who 
handed down a decision holding 
that a woman’s beauty is her invio- 
late property and not public mater- 
ial for advertisers. The decision 
maintained that it tended to shock 
a woman’s modesty and to injure 
her character and reputation for 
her photograph to be posted con- 
spicuously in public places. The 
decision caused much comment in 
this country and Europe, and the 
law magazines published the decis- 
ion in full and also discussed it. 

An appeal was taken from this 
decision to the Appellate Court, 
and in March, 1901, four of the 
Justices, the fifth not sitting, hand- 
ed down an order for a reargu- 
ment, as the court was evenly di- 
vided in its findings. In June last 
the case was reargued before the 
Appellate Division and the five 
Justices were unanimous in sus- 
taining the lower court. Permis- 
sion to appeal to the higher court 
was asked, and in a decision hand- 
ed down last October the court 
granted relief, but formulated 
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these two questions to be answered 
by the higher court: 

First—Does the complaint in the 
action state a cause of action 
against the defendants or either of 
them? 

Second—Does the complaint in 
the action state a cause of action 
against the defendant or either of 
them ? 

Miss Roberson had believed that 
the Court of Appeals would decide 
in her favor, and when the news 
of the unfavorable decision came 
she was prostrated. Her attorney 
may now drop the case as it has 
aw been a great expense to 

er. 





A KNOWLEDGE of advertising is 
worthless, unless one possesses the 
necessary ability to put it in prac- 
tice. 





It isa fairly g good rule that the 
publisher who furnishes a circula- 
tion statement to the American 
Newspaper Directory either takes 
every precaution to send one that 
is in accord with the Directory’s 
requirements, or takes precau- 
tions fully as great to send a state- 
ment that violates those require- 
ments. When the latter kind of 
statement is sent and fails to satis- 
fy the editor of the Directory, the 
publisher who furnished it feels 
warranted in explaining that he 
cannot get the Rowell crowd to 
print his statements. For this type 
of publisher the requirements 
could hardly be made too simple. 
They would be disregarded at all 
hazards, even though twice as sim- 
ple as the present reasonable re- 
quirements. Following the same 
rule, the requirements can hardly 
be made too complex for the pub- 
lisher who is really desirous of re- 
vealing his figures. The whole 
matter is succinctly reviewed in 
the opinion of a Toledo publisher: 
“When a newspaper proprietor has 
a rising circulation he is naturally 
going to tell it everywhere. When 
it begins to shrink, however, he is 
either going to lie about it or hedge 
in some other way in self-protec- 
tion. Lying is not very good busi- 
ness policy nowadays, therefore he 
is pretty certain to withhold state 
ments or sends in schedules that 
will not pass muster.” 
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TWENTY-SEVENTH WEEK. 


In the 1902 Printers’ INK ad 
competition eight competing ad- 
vertisements were received in time 
for consideration and report in this 
issue of the Little Schoolmaster. 
Of these, the one reproduced on 
the opposite page is thought to be 
the-best submitted during the re- 
spective week. 

This advertisement was con- 
structed by Walter Dunkerley, and 
it appeared in the Taunton, Mass., 
Daily Gazette of June 18, 1902. 

In accordance with the original 
offer, a coupon entitling the holder 
to a paid-in-advance subscription 
to Printers’ INK, good for one 
year from date of presentation, was 
sent to Mr. Dunkerley when the 
marked copy of the paper was re- 
ceived. Two additional coupons, 
one to Mr. Dunkerley and one to 
the advertising manager of the 
Daily Gasette, were sent in ac- 
cordance with the terms of the 
competition when a selection of the 
best ad for the twenty-seventh 
week had been made. 

Mr. Dunkerley’s advertisement 
will now be placed on file, and it 
will have further consideration 
later on, as specifically provided in 
the contest regulations. 

Each of the seven unsuccessful 
competitors for the honors of the 
twenty-seventh weék received a 
coupon good for a year's subscrip- 
tion to PRINTERS’ INK, as a partial 
consideration for their efforts. A 
pamphlet setting forth the terms 
and conditions of the contest is 
now ready. Its twenty pages con- 





tain the reproductions of the best 
advertisements for the first fifteen 
weeks. All progressive young men 
ought to be interested in the prep- 
aration of good advertisements. 
If so, it may be worth while to 
look over the previous attempts to 
gain the three cash prizes offered 
by Printers’ INK. 

The pamphlet will be mailed free 
of charge upon request. The Little 
Schoolmaster has word from a 
number of adwriters who say they 
will make another dash for the 
cash prizes before the contest 
comes to an end, and the brisk in- 
guiries for the above mentioned 
pamphlet would indicate that the 
closing weeks may yet become of 
considerable interest. 

A hundred dollars cash is often 
a very nice thing for a young man 
to put into his wallet, but the fame 
of winning will be worth more in 
a business way than the money. 

More than one high-priced adver- 
tising man in a great establishment 
first made his name known to the 
advertisers of the world by com- 
peting successfully for a PriNt- 
ERS’ INK prize. 

The Wichita (Kansas) Daily 
Eagle says of the Little School- 
master: PRINTERS’ INK is now and 
for the past twelve years has been 
the recognized authority on good 
advertising, not only in the United 
States, but throughout the civilized 
world. It has been and is now the 
adviser for the world’s most suc- 
cessful business firms and large ad- 
vertisers, 
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Just as sure as the needle 
on a compass points to the 
magnetic pole, so does the ju- 
dicious use of printers’ ink point 
the way to success in business. 








Seems to be a prescription for busi- 
ness ills any man could fill, does it not? 

But did you mark the word “ judi- 
cious ’”’? 

Contempt for that word has wrecked 
thousands of business ventures. 

There is a little publication named 
“PRINTERS INK” that has taught 
so many men how to advertise 
judiciously it has become generally 
known as “ The Little Schoolmaster 
in the Art of Advertising.” 

It is filled with business wisdom. 

A wise man will avoid the rocks 
that wrecked his friend’s vessel if he 
possesses a chart with the hidden 
danger plainly marked. 

“PRINTERS INK” is a chart on 
which are marked the rocks, shoals, 
currents and dangerous eddies that 
have proved disastrous to pilots of 
advertising ventures on the seething 
seas of commerciai activity. 

It has taught nearly all the great 
advertisers of this generation. 

It may be “ the little schoolmaster,” 
but the school is the largest and most 
successful ever established for the 
study of business getting. 

George P. Rowell & Co., 10 Spruce 
Street, New York City, are the pub- 
lishers of “ PRINTERS’ INK.” Send 
10 cents to-day for a sample copy. 

For $5 the publishers will send it 
to you every week for one year. 











Written by Walter Dunkerley, Taunton, Mass. 
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W. B. CORSETS. 


“We are not only making our 
advertising a force in this country, 
but also abroad,” said Mr. O. 
Weingarten of Weingarten Bros., 
corset manufacturers of No. 377 
Broadway, New York. “We have 
been a factor in driving foreign 
high-grade corsets from America, 
the importation having been re- 
duced from $8,000,000, eight years 
ago to $250,000 last year—virtually 
wiped them out. On medium and 
low-priced goods foreign manufac- 
turers never had a hold. In ad- 
dition to this we are advertising 
and seliing our American ‘Erect 
Form’ corsets in England and 
throughout. Europe, in Australia 
and in other lands. 

“We are expending annually 
over $200,000. This year the sum 

~ will reach $250,000. $100,000 will 
go to the newspapers, about $50,000 
to magazines and the remainder 
for circularizing, demonstrating 
and street cars. 

“We place through the Kauf- 
mann Advertising Agency. Mr. 
Herbert Kaufmann had been our 
ad manager, but we found that the 
work and the outlay developed be- 
yond the powers of one man. So 
he started the agency, and organ- 
ized with an experienced force. 
Now, besides being salaried by us, 


™ he also makes regular agency pro- 


fits and commissions on our ad- 
vertising. 

“We concede that our business 
has grown to its present propor- 
tions from the small beginning 
years ago, mainly 

through that wonderful force—ad- 
vertising. You will appreciate this 
expansion, when I say that the 
capacity of our factory—the largest 
~« corset plant in the world—is over 
1,200 dozen pairs a day. Yet we 
cannot fill our orders, and are in- 
creasing facilities now. One stroke 
of our policy, and I think it has 
materially helped our growth, is to 
stick to making corsets only. 
“Our mediums embrace newspa- 
pee. magazines and various other 

inds of publications, street cars, 
the elevated roads, out-door dis- 
play, original window displays, 
demonstration, novelties and circu- 
larizing. Primarily I ought to di- 
vide our advertising into foreign 


and domestic, but I am leaving the 
former entirely out of discussion. 
“We are doing comparatively 
little with the local newspapers, 
letting the New York and Brook- 
lyn street cars and elevated take 
their place. But we have a very 











“All the New “3 
SUMMER MODELS 


are in the stores now. They are 
wonderfully made corsets, so light 
that the figure does not feel their 
weight and yet sturdy enough to 
give the most satisfactory wear. [ij 
All W. B. Summer Erect Forms |} 
are made of our own special white .}// 
batiste which is as tough as canvgis 
and as cool as net. 
| Choose from the following 
HE. models: 

983 for slight figures + $1.00 

*970 for medium figures : 

972 for developed figures 

961 for medium figures : 

903 for stout figures 

If your dealer nat 
supply you send dieses 
\\ WEINGARTEN BROS. 
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large list of the better journals in 
all the other cities of the land, and 
in addition in such newspapers as 
merit our approval in smaller com- 
munities. Our space varies from 
six inches single column to a 
quarter page. This is always dis- 
play, for we do not believe any- 
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thing but display efficient in our 
line, unless it be straight reading 
matter of an educational character. 

“We use morning and evening 
newspapers, but in the smaller 
cities we incline to the morning 
editions, for it has been our ex- 
perience that in all communities 
save the large cities, the morning 
papers carry far more weight than 
evening papers do. In the cities 
too we. incline to morning publica- 
tions, but for an entirely different 
reason. We concede that more 
and more the evening editions are 
becoming the home papers, conse- 
quently those on which the women 
mostly depend. 

Sunday editions we find remark- 
ably effective for quick returns. 
They are especially good on our 
cheaper grades of corsets. 

“We employ a good list of maga- 
zines, of fashion papers and of 
special publications, making our 
selections judiciously among those 
which appeal entirely to women. 
We use large space in these, gen- 
erally a full page. We have re- 
ceived our best returns from the 
Ladies’ Home Journal, the Delin- 
the Designer and Munsey’s 
We key on approved lines, and 
can pretty closely estimate the 
comparative value of publications 
to us. To show what thorough 
faith the ladies of our land have 
in either the publications we use, 
or in us, we find that fully half the 
replies to our advertisements con- 
tain the price of the article desired. 
Though we have never asked the 
ladies for testimonials, we receive 
thousands of them, mostly volun- 
teering permission to us to use 
them as we please. 

“As for trade papers, we believe 
ourselves sufficiently well-known 
to be justified in dropping them. 

“Original window displays are 
quite effective advertising aids to 
our work. We exhibit these for 
the large retail customers. These 


‘ displays are generally accompan- 


ied by demonstrations. 

“We have eleven demonstrators 
continually at work, some of them 
abroad, one now in Australia. 
These are all expert corset women, 


who educate the saleswomen_ in 
the various stores to which they 
are assigned. The ‘try on’ the 


corsets, and see that buyers are 
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supplied with a proper fitting one. 
Their services are very valuable, 
and though our course is expen- 
sive, it is extremely satisfactory. 

“Circularizing is of itself a 
large phase of our advertising. 
There are the catalogues, the 
booklets, the letters and the ‘fol- 
low up’ system we have adopted. 
Our lists are compiled from the 
answers received from our ad-” 
vertisements. Requests for corsets 
are usually referred to the near- 
est dealer carrying our line. 

“In this connection I wish to 
call attention to the liberal system 
we have adopted towards our cus- 
tomers, with regard to those send- 
ing remittances. If we had cho- 
sen, we might have built up a 
grand mail order trade. We pro- 
tect our customers, the dealers, by 
crediting them with the order. If 
they carry that particular corset in 
stock, we ask them to supply it. 
If not, we send it to them to de- 
liver. In either case they get the 
profit. 

“It would mean a page more to 
tell you of how we and the dealer 
build up mutual trade by a system 
of advertising locally. How if the 
demand for W. B. corsets is light, 
we advertise and circularize for 
him. Then we have local methods 
for various sections of the country, 
prompted by individual conditions. 

“We make a distinct feature of 
hand made goods, to supply to 
dealers desiring an exclusive 
brand. 

“There are many matters per- 
force omitted, but we thank 


PRINTERS’ INK for the courtesy ex- 
J. W. ScHwartz. 


tended to us.” 








A SOUTH AFRICAN ADVERTISING AGENT'S 
LETTER HEAD, 
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CHAMPIONS THE COUNTRY 
WEEKLY. 


THE BIG CITY DAILIES, 

“In the same way that the department 
store is gradually wiping out tne small 
retailer, so too is the big city daily 
beginning ‘o hurt the small country 
weeklies and dailies. 

“In my opinion the country weekly as 
a general advertising medium has seen 
its best days. Our New England sales- 
man writes, for example, that on_ the 
trains he finds that the Boston Globe 
and Herald and the New York World 
and’ Journal are practically the onlv 
daily papers sold and read. Speaking 
broadly, it seems to me more than prob- 
able that proprietary advértisers will 
soon be forced to abandon the weeklies 
altogether, and put their dependence 
upon the big dailies.” 

The above paragraph is an ex- 
tract from a recent interview of 
Printers’ INK with Dr. V. Mott 
Pierce. It has brought forth the 
following comments from Mr. P. 
T. Barry of the Chicago Newspa- 
paper Union: 

Are not these statements of Dr. 
Pierce and his traveling men rather 
sweeping? His language, without 
intending it no doubt, is in the na- 
ture of an attack on weekly news- 
papers. If the weekly papers saw 
fit to retaliate by undertaking to 
caution their readers against the 
use of his preparations for some 
alleged reason, Dr. Pierce would 
soon disabuse himself of the notion 
that they have but a few readers, 
and he would quickly learn that 
they are anything but a thing of the 
past. And would it be less fair 
under a provocation of this kin? 
for the weekly papers to take such 
a stand towards Dr. Pierce and his 
remedies than it is for him to gra- 
tuitously attack their standing and 
value in a public manner as he 
does? There are some institutions 
in this world that shall never 
become a thing of the past and one 
of them is the country newspaper. 
Relatively the country weekly may 
not be making as much progress as 
some of the city dailies, but it is 
progressing all the same and upon 
a steady and enduring basis. Ask 
the village postmaster, the district 
and the county attorneys, the health 
commissioners and local and coun- 
ty boards generally among the fifty 
million or more people who live on 
the farms and in the towns and 
villages throughout the United 
States outside the larger cities, if 
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the country weekly is a thing of the 
past. Wherever in our country there 
is a church and school supported 
by a community, there also will be 
found the local paper to note the 
evidences of progress and civiliza- 
tion. There is not a family in the 
community worthy of the name 
that does not take and read it and 
take pride in having and support- 
ing it. It records the birth and 
baptism of every child, follows 
their progress through the school 
and church, glorifies the happiness 
of their marriage in later years and 
after narrating their good qualities 
and useftilness through life it con- 
soles the mourners at the tomb. 
The country weekly newspaper is 
immovable, it is impregnable and 
has for its friends every man, 
woman and child in the commun- 
ity, who would not if they could 
and could not if they would do 
without it. There is no other pub- 
lication so much and so well read. 
The business it creates for those 
who use its columns is permanent 
and enduring and it is not carried 
away or submerged after a time, 
like that created in the seething, 
surging and fickle masses who are 
influenced by the big dailies. 

The intelligent and judicious pa- 
trons make money by the perma- 
nency of the business thus estab- 
lished. They do not have to spend 
their whole income to keep their 
trade from falling back upon their 
hands and their work eclipsed by 


some sudden, spontaneous and 
novel dash that captures the 
fickle throng of daily readers. A 


business of $500,000 a year most- 
iy maintained’ by advertising in 
country weeklies has more profit in 
it than is in a volume of one mil- 
lion and a half dollars obtained by 
daily advertising, and it would be 
worth much more cash value as a 
commercial asset to the man seek- 
ing a safe and judicious invest- 
ment for his money. The country 
weekly was never in greater de- 
mand by advertisers than it has 
been for the past three or four 
years. It is a noted fact. that for 
four or five months in each year 
their columns have been socrowded 
as to compel a request to their 
patrons for smaller copy for their 
ads. This I know to be a fact with 
at least 7,500 country weeklies. 
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We have not been without a copy of the 
American Newspaper Directory since we 
have been users of advertising space, and 
feel that we cou!d not well get along with- 
out one at hand.—Scott & Bowne, New 
York. 


The American Newspaper Directory is 
about as important a part of our business 
machinery as we have in our office ; we do 
not know how we could get along well 
without it.—A ./. Philips, President Dr. 
David Kennedy Corporation, Rondout, 
A 








Every page of the American Newspa- 
per Directory breathes the desire of its 
publishers that it shall be absolutely cor- 
rect in every statement it makes.—F/. &, 
Batchelder, Clerk of Committee on 
Banking and Currency, House of Rep- 
resentatives, U.S. 


The care with which the American 
Newspaper Directory is edited, the in- 
flexibility of its methods, the opportun- 
ities for exact knowledge enjoyed by its 
publisher and the comprehensive scheme 
of the work make it almost indispensable 
to the general advertiser. — Artemas 
Ward, Adv’t'g Manager of Sapolio. 


For more than thirty years Geo. P. 
Rowell & Co. have tried to give advertis- 
ers definite circulation statements in the 
American Newspaper Directory. The 
obstacles encountered would have dis- 
couraged any others, and made them quit 
long ago. The progress made has been 
slow, but whatever that progress amounts 
to is due to courage, persistence and a 
long-maintained purpose of giving facts. 
Single handed and alone, they have gone 
along ony ad to year printing the only 
newspaper directory in which figures ap- 
pear that are founded upon trustworthy 
information. — B. M. Moses, Secretary 
and Treasurer The Omega Chemical 
Co., New York. 


The Departments of the 
U. S. Government rely 
upon its statements as the 
recognized authority. 











RAILWAY ADVERTISING. 

The advertising done by the general 
passenger agents of American railways 
has, in my opinion, exerted great in- 
fluence upon ihe expansivun ot Ameri- 
can commerce and has been of im- 
mense value to our manfacturers and 
producers. 

Through the advertisements issued by 
American railways, every country on the 
globe has learned of the beauty of our 
American lakes and valleys, the magnifi- 
cence of our rivers, the grandeur ot our 
mountains, the fertility of our soil, the 
wealth of our mineral resources and the 
superiority of our manufactures. 

The reading of our railroad advertise- 
ments by foreigners has stimulated the 
desire to see our country and Jearn tor 
themselves by personal contact the mar- 
velous development or this young re- 
public. ‘The advertising of the Empire 
State Express, at present and for five 
years the fastest long-distance train in 
the world, when its weight, capacity and 
punctuality are considered, has been the 
means, in many known instances, of 
bringing people across the Atlantic sim- 
ply for the purpose of riding on that 
train. The technical description and 
accurate illustration in our railroad ad- 
vertising of the locomotives that made 
possible that and other fast trains have 
made ‘*99y9”’ a houschold word wherever 
the English langusee is spoken. The 
advertising of such iuxurious trains as 
the Lake Shore Limited, the Pennsyl- 
vania Limited and the great limited 
trains of the Western railways across the 
continent, and «he dissemination of this 
knowledge through railroad folders, 
booklets and daily newspaper and maga- 
zine advertising, has brought the 
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knowledge of these things to millions of 
people who have never visited this coun- 
try, and may never visit it, but who are 
impressed by the statements they have 
read and the illustrations they have 
seen, with the fact that American in- 
ventors, American mechanics and Amer- 
ican manutacturers can produce the best 
of snything they undertake to make. 
This particular adwertising has created 
a demand in every market of the world 
for American products of ail kinds, from 
American bridges to American brass 
tacks, and from locomotives and _ har- 4 
vesting machines to typewriters, sewing q 
machines and office desks, 

The maps engraved for American 
railway advertising are hanging on the 
walls of schoolrooms in a dozen foreign 
countries, and are used in the geog- 
raphy classes not only of the United 
States, but in the British Isles, in Aus- 
tralia, in France, in Germany, in the 
Hawaiian Island and in every school- 
house in_ the Philipnines. 

One advertisement issued by the New 
York Central has been printed more than 
11,000,000 times, translated into every 
known lan uage and distributed, to a 
greater or less extent, in every country 
on the globe. American railway ad- 
vertising matter goes regularly into 
every civilized country in the world, and 
the inquiry for American products fol- 
lows closely this advertising.—George 
H. Daniels, in New York Daily News. 

———— +o 

THE man with a good understanding 
of human nature has one of the best 
characteristics for a good adwriter—you 
can’t veach people unless you can put 
yourself in their place——White’s Say- 
ings. 











employed the year ‘round. 






RDER your suit now, and get twotpairs-of trousers instead of 
4) one. When Decoration Day arsives the, merchant tuilor’s 
busy season is over ang the dull’ season'sets in’ This big 
talloring store’s busy season is never ove?; its dull season never 
begins; becaage we make special inducemgnts to keep trade boom- 
ing the year ‘round. It takes us montis 4nd months to organize an 
efficient force of work-people; and when'we get a good staff to- 
gether we don’t want to lose any of theavs. so ws keep them fully 













{  SVITS $15 xvas tovstcs'ree J 








Twice s year, in the Summer andthe is Praser, we make these | 
Special offers, which fill auf storé to overflowing They have made 











us thousands of friends if our storésim pther cities in past years. 
We Rave been making -gf¥at preparations | here in Philadelphia for 
this spécial sale. - To thésé ordering a-sult of clothes we are going 
to give & present of an extea pair of Deaytiful pure worsted striped 
$4 trousers, _ The store is ‘Stocked fait of néw goods; we have an 
extra number of salesmen, and weshall be ready for you as fast 
as you come, Look over the thousah3 and Mor: handsome pat- 
terns, and*pick your choice of the best of them; then keep on choos- 
ing, for yOU get two pairs of trousers instead of one. 














PMNADELPRIA STORE, 913 MARKET STREET, 
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THE DEFINITION. 


Henry Ferris, 
Advertising Writer—Designer—Adviser. 
Drexel Building. 

PHILADELPHIA, June 25, 1902. 
Editor of Printers’ INK: 

In your issue of June 11th, comment- 
ing on my announcement that I would 
take no more commissions, you say: “Mr. 
Ferris is not an advertising agent, and 
is not entitled to receive an agent’s com- 
mission. He can get it, however, in 
many instances, but knows that when he 
can get what does not belong to him, 
others can get the same.” 

This mnplies that there is some author- 
itative and accepted definition of an ad- 
vertising agent. It would be interesting 
to know where the conditions are stated, 
and what they are, by compliance with 
which one can secure recognition and 
agent’s commissions from all publishers. 

Do you know of such a statement of 
conditions? 

* * * 


I desided to refuse commissions be- 
cause I found that by so doing I could 
buy space cheaper. and serve the ad- 
vertiser better; and it will be a great 
day for the advertising business when 
the line is clearly drawn, and every 
agent makes it known clearly whether 
he is working for the publisher or for 
the advertiser. fours very truly, 

Henry Ferris. 

The above query was submitted 
to Mr. J. W. Barber, secretary of 
the A. A. A. A., with headquarters 
150 Nassau street, New York City. 
Mr. Barber informs the Little 
Schoolmaster that he sees no rea- 
son why the resolution made some 
time ago by his association, and 
which was at the last annual meet- 
ing incorporated as section I. of its 
constitution, should not be given 
for publication in reply to Mr. 
Ferris’ letter. It is given below: 

1. He shall have an office for the par- 
ticular purpose of conducting a general 
advertising agency business, which office 
shall be properly equipped and furnished 
for the carrying on of a general adver- 
tising agency business. | . 

2. He shall be financially responsible. 
3. He shall from experience .¢€ able 
to carry on a general advertising agenc 
business. 


——e— 
COLORS IN DESIGNS. 

Mancuester, N. H., June 27, 1902. 
Editor of Printers’ INK: 

Will you kindly inform us if there 
is any process of getting out circulars 
showing colors of articles in design, say 
for instance the design and colors of a 
carpet and things like that, and if there 
is a practical process for such work what 
is the process and where can we get 








it done? Yours truly, _ i 
New Enctanp Home FuRNISHING Co. 


THE tenth man is successful in ad- 
writing because he finds something worth 
writing about before he starts to write. 
—White’s Sayings. 


PRINTERS’ INK, 
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A CLEVER DRUGGIST. 


HetMstreer’s DruGc Store. 

JANESVILLE, Wis., June 27, 
Editor of Printers’ Ink: 

I send you a copy of last edition of 
Heimstreet’s Recipe Book. have is- 
sued these books since 1870, this be- 
ing the largest one have ever had. 
What do you think of it for a country 
store? The value of the book is that 
every cooking recipe is given me by 
customers who have their name. given 
as voucher. 

This book will be sent to outside 
parties on receipt of ten cents, which 
Just covers expense of sending. 

Yours truly, 
E. B. HeIMstTrReet. 


Mr. Heimstreet’s recipe book is 
of practical value to those who re- 
ceive it. It is therefore a perma- 
nent ad for his store and as it eon- 
tains also a goodiy portion of ads 
of proprietary articles, the whole 
scheme probably costs Mr. Heim- 
street very little in the end, 
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a <0> ; 
THEY FEEL HAPPY. 
“FarM JOURNAL.” 
PHILAVELPHIA, July 1, 1902. 
Editor of Printers’ Ink: 

The Seventh Sugar Bowl, without 
warning and unannounced, reached us 
last week. The absence of both Mr. 
Atkinson and the writer from Phila- 
delphia has prevented an earler ac- 
knowledgment of it. No higher honor 
could come to any paper than to be 
awarded the prize by the Little School- 
master in the Art of Advertising, after a 
six months’ contest on the high grounds 
on which the contest was tased. It is 
plezsant to be told by such an authority 
that Farm Journal is an effective and 
economical medium for reaching the ag- 
ricultural population of the United 
States, but it is particularly gratifying 
to know that Farm Journal better serves 
the interests of rural people of the 
country than does any other paper. 

For twenty-five years the Farm Jour- 
nal has been growing in circulation and 
influence along the safe and original 
lines laid down by Wilmer Atkinse 
wher we started the paper in 1877, and 
the Sugar Bowl comes as a fitting re- 
werd on this the silver auniversary of 
the paper’s life. 

As for the Bowl itself, it is a beauty, 
anc the inscription only adds to its 
charm. 

Ir. thanking you for the Bowl let us 
thank you also for your enterprise and 
liberality in making the offer which has 
arcused so much interest among the ag- 
ricultural press and express our appre- 
ciztion of your intelligent. and patient 
efforts in trying to ascertain to whom 
the Bowl should justly be awarded. 

Respectfully, 
WILMER ArxKrinson Co., 
Charles F. Jenkins, Sec’y. 
+r 

Matt order publications pay because 
their subscrike.s have formed the habit 
of buying by mail from advertisements. 
—The Mahin Method. 
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QUI S’EXCUSE—S’ACCUSE. 
Topeka, Kansas, June 25, 1902. 

Editor of Printers’ Inx: 

Allow me space to protest against the 
senseless and sweeping hostility which 
every new _ publication is obliged to 
encounter from advertisers, simply be- 
cause it 1s new. It is not based on 
justice or good business sense and, in 
many instances, is in direct conflict with 
the advertiser’s own interest. 

In estimating the value of an adver- 
tising medium it goes without saying that 
it should be typographicaily modern and 
attractive. Aside from this the only 
elements worthy of consideration are cir- 
culation and character. To assume that 
these features are never found in a new 
paper is to surrender the right to inde- 
pendent thought to one’s ancestors—a 
policy which has wrecked many a prom- 
ising business career. ‘lhe theory that 
a paper should only be used by advertis- 
ers after it has acquired age, and the 
respectability which is supposed to ac- 
company it, has cost the advertisers of 
this country millions of dollars. It ren- 
ders the establishment of a new paper 
unnecessarily burdensome to enterprise, 
and make: it possible for ‘“‘established”’ 
papers, in many instances, to fatten on 
the credulity of the advertiser long after 
they have ceased to possess anything 
worthy of the advertiser’s attention or 
pa. onage. ; 

I am not making a personal complaint. 
The Herald, in its first days, has re- 
ceived patruriage from the advertiser far 
beyond expectation and in sufficient vol- 
ume to attract attention to the fact 
that it has had in that particular an 
exceptional career. At the end of the 
first year of its existence, however, 1 
am in a position to know that all new 
publications are forced to meet unreason- 
able opposition even from those whom 
they could serve to great advantage but 


for the thoughtless acceptance of a 
theory which has often been proven un- 
sound and unwise when applied without 


discrimination. 

Prejudice and inability to shake off 
habits of thought in the conduct of a 
business are the abettors of failure. 
Their influence over the advertiser with 
reference to new papers should be super- 
seded by judgment and wisdom. They 
have held their sway too long, and 
should now give way to the merits of 
each individual case. ‘ 

Appreciating the value of PRINTERS 
INK as an advertising educator, I am, 

Very truly yours, 
Dett KeEIzer, 


General Manager the Topeka Waily 
Herald. 
———_ _+o--———_ 
ADVERTISING NOVELTIES. 


L. W. Lewis. 
355 Main street, 
Datias, Tex., June 25, 1902. 
Editor of Printers’ INK: 

Each week we look over PRINTERS’ 
Ink but so far have failed to find the 
names of any makers of advertising nov- 
elties, such as we handle. _ 

Will you very kindly give us the 
names ds few manufacturers of novel- 
ties suitable for o- cote of advertisers? 
Respectfu yours, 

* J L. W. Lewis. 


PRINTERS’ 





INK. 
CALLS IT A WRONG IDEA. 
H. H. FrRankLIn Merc. Company. 


Automobile Department. 
Syracuse, N. Y., June 27, 
Editor of Printers’ Ink: 

In a recent isuse of PRINTERS’ INK 
I noticed that Samuel Jaros said that 
“To be successful a booklet should con- 
tain something that makes it worth keep- 
ing. 

Other people besides Mr. Jaros seem 
also to have that object in view when 
making advertising stuff. We think it is a 
wrong idea. If we can make stuff that is 
read on receipt we believe we have ac- 
complished more than if it is so pretty or 
valuable that the receiver wants to “keep 
it.” Indeed what is the good of having 
it kept? If it is read it has served its 
yurpose. Instead of having it kept to 
be read again give them something new 
to read. So far as our advertising is 
concerned, if it is read we do not care 
how soon thereafter it is in the waste 
basket. We rather depend on giving 
something fresh to be read than to ex- 
pect any one to paw over their drawers 
and files to read again something they 
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have kept. Yours truly, 
BH. ii. FRANKLIN. 
— «oe 
NOTES. 


“Lest You Forget” 


i is a mailing card 
from the Republican, s 


Fresno, Cal. 


Two egg | pithy folders come 
from Henry Pitt Phelps, “‘writer of ad- 


vertising and something more,’ Times 
Building, New York. 
THe Oakdale Dairy, Fort Dodge, 


Iowa, advertises its ice cream in a neat 
folder setting forth the process by which 
it is made and the care taken to pre- 
vent infection. 


Tue Carriage Deaiers’ Journal, Troy, 
‘. Y., sends out three attractive fold- 
ers announcing the National Carriage 
Dealers’ Exposition, to be held at Phuil- 
adelphia, October 13 to 18. 


Tue Rocky Point Inn, Adirondacks, 
N. Y., sends out a fine twenty-page 
brochure containing outdoor halftones 
and outdoor arguments. The printing 
was done by the Brandow Printing Com- 
pany, Albany. 


THE Denver Chemical Mfg. Co., New 
York, sends two neat folders used to 
advertise ‘‘Antiphlogistine”’ to physicians. 
The matter ‘s excellent, but the print- 
ing is hardly of the quality that shoutu 
be used to win over the medical pro- 
fession. 


Tue Philadelphia Bulletin, in a rather 
unattractive folder, makes a statement 
showing 134,615 daily circulation for 
May. The /ribune, Toes Haute, Ind., 
issues a clean, well-printed booklet for 
the same purpose, showing a daily aver- 
age for May of 7,869. 


“Tuincs” is a neat booklet from the 
Journai, Sioux City. Iowa. Its motto is 
“When a good thing is said bv a news- 
paper it’s so,’’ and it contains about fifty 
complimentary things that were said by 
Iowa papers upon the occasion of the 
Journal’s thirty-second anniversary. 


Tue Printers’ Ink Press has not lost 
its happy knack of making attractive 
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e booklets. Recent specimens 
rochures tor the Oriental Chem- 
Company, Louisville, Ky., the 
Coeur d’Alene Inn, Coeur d'Alene, 
Idaho, the Hotel Elston, Charlevoix, 
Mich., and the Standard Desk Telephone 
Holder. 


At their convention held recently in 
Detroit the National Association of 
Newspaper Circulation Managers st 

F 


eight-pa 
include 
ical 


the following officers: President—H. J. F. 
Berkely, Cincinnati Commercial Tribune. 
First Vice-President—Thomas Dow- 
ney. Boston Globe. Second Vice-Presi- 
dent—F. G. Hay, Indianapolis News. 
Secretary-treasurer—J. Boeshans, 
Columbus State Journal. Directors— 
W. H. Gillensie, Detroit Free Press; 
R. S. Grable, St. Louis Star; F. L. 
M’Grath, Buffaio Times; G. R. Mundy, 
Philadelphia Inquirer; W. J. Taylor, 
Montreal Herald. The next convention 
will be held in Boston. 


On July 1 appeared the first issue 
of the Des Moines, lowa, Register and 
Leader, a consolidation of the Iowa 
State Register and the Des Moines 
Leader. This is the only morning daily 
in Des Moines. The paid up capital 
stock of the Register and Leader is 
said to be $300,000. The _ incorporators 
ana directore are George E. Roberts of 
Fort Dodge, Samuel Strauss of es 
Moines and M. D. O’Connel of Fort 
Dodge. Mr. Roberts is president and 
Mr. Strauss secretary and treasurer. 
The new paper will be Republican in 
politics. Mr. George E. Roberts, pub- 
lisker of the Fort Dodge Messenver and 
the present Director of the Mint, is 
editor-in-chief and Mr. Strauss, past edi- 
tor of the Leader, is publisher and busi- 
ness manager. Mr. Allan Dawson is 
menaging editor. 


Tue following good printing talk is 
from a very attractive booklet sent out 
by the Citizen Publishing Company, 
Ilion and Herkimer, N. Y. “Imagine a 
tramp coming into your place of busi- 
ness and telling you that he repre- 
sented one of your best-known whole- 
sale houses. You wouldn’t believe him, 
would you? And —— the tramp 
would produce credentials supporting his 
claim. You wouldn’t thank the whole- 
-sale house for sending out a represen- 
tative of that kind, and your first im- 
pulse would be to place the firm on a 
par with the representative before you 
On the other hand, if he were dressed 
in prevailing style. you’d feel like plac- 
ing an order with him. The contrast is 
just as great in printing. Good and 
bad printing is just as far-reaching in 
the impression each makes. If you are 
particular about the appearance of your 
store, you should be particular about the 
appearance of your printing. It tells 
your customer in its silent way that you 
are business-like, and to the wholesale 
houses with whom you deal, it shows that 
you ate progressive, and progressiveness 
indicates success.” 


Tue San Francisce Chronicle is lend- 
ing a hand in the newspaper education 
of the public to demand advertised com- 
modities and refuse substitutes offered 
when they are asked for in retail stores. 
In a recent editorial it said: “it seems 
a waste of effort to address arguments 
against the practice to offenders; the 
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persons to appeal to are the customers, 
and they should be approached from the 
side of self-interest. It ought to be 
obvious to any one who goes into a drug 
store to buy a proprietary medicine of 
a certain kind and is met with the in- 
formation that the druggist has not the 
particular thing inquired for but that 
he has something better or just as good, 
that his assertion is open to doubt. In 
the first place, he makes himself amen- 
able to the suspicion that he is urging 
the substitute because there is more pro- 
fit to him in selling it than there would 
be in selling the article asked for, ai 
in the second place he gratuitously 1° 
flects upon the intelligence of his cus- 
tomer, who, it ought to be presumed, 
knows what he wants. If customers 
would resent the attempt to treat them 
like small children, and give druggists 
to understand that they are as capable 
of ferming a judgment respecting the 
merits of a proprietary article as a clerk, 
there would soon be a wholesome re- 
formation ‘n the business, and the dis- 
honest practice of trying to profit at the 
expense of the reputation and enterprise 
of others would be abandoned.” 


—_——_+ - @—___—_ 
NEWSPAPER RATINGS IN CINCINNATI. 


It will interest advertisers who are desirous 
of keeping in close touch with those newspa- 
pers that furnish detailed statements to learn 
that the Cincinnati Post was the only Cincin- 
nati newspaper that furnished the American 
Newspaper Directory a detailed, sworn state- 
ment during the year 1901. 

The following ratings, compiled by the 
American Newspaper Directory for 1902, give 
the ratings for the different English newspa- 
pers published in Cincinnati : 

Post; every evening except Sunday: inde- 
pendent. 

Circulation: Actual average for the year 
ending with September, 1901, 136.125. 

Enquirer; every morning ; democratic. 
Circulation—Daiuly: Accorded in 1901, C 
(© ©). C signifies that the paper is accorded 
acirculation of over twenty thousand and the 
double bull’s eye denotes that advertisers value 
this — more for the class and quality of its 
circulation than for the mere number of copies 
printed. 

Times-Star; every evening except Sunday ; 

republican. 
Circulation—Daily: Accorded in 1901, yA. 
Y signifies that no recent circulation statement 
has on furnished from the office of the paper. 
and a consequent probability that the last cir- 
culation rating accorded to it may be higher 
than a new statement would warrant and A 
denotes a circulation exceeding seventy-five 
thousand 

Commercial Tribune ; every morning ; re- 

publican. 
Circulation— Daily: In 1g. yE. For 
explanation of Y see above The E denotes a 
circulation exceeding twelve thousand five 
hundred 

The Post furnishes an affidavit that its daily 
average circulation for the full twelve months 
of 1904 was 139.048 copies. 

The Cincinnat: Pest further publishes daily 
at the head of its editoria) column a guarantee 
to advertisers that its daily average bona fide 
circulation for the tweive monihs ended De- 
cember 31. 1901, WaS 40,000 greater than that 
of any other daily newspaper published in the 
State of Ohio, the Cleveland Press alone ex- 
cepted, or nc charge will be made for adver 
tising. 
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THE UNORTHODOX 
TISING. 


The laws which govern the gaining 
of publicity are almost as variable as 
the winds of heaven, and beyond pre- 


scribing broadly what metheds may or | 


may not be worthy of adoption, it is 
not possible to set up a line of pro- 
cedure. It is in the manner of using 
these methods, more than in the methods 
themselves, that success lies. 

Altogether opposed to the conservative 
in advertising and considerably in ad- 
vance of what we may term the ordinary 
or average methods used in gaining pub- 
licity, and which are of course suc- 
cessful in proportion to the ingenuity 
and general ability displayed in operat- 
ing, stands the unorthodox, that which 
plays upon human nature as the fingers 
of the maestro upon his beloved instru- 
ment and which at first sight does not 
seem to come into the advertising field 
at all. 

P. T. Barnum was admittedly one of 
the smartest advertisers the world ever 

saw; his use of the unorthodox was 
simply marvellous; it is safe to assume, 
that in the matter of advertising he al- 
ways got more results from that which 
cost him nothing than from that which 
cost him much, but in noting this, it 
would probably be found, if closer ana!- 
ysis were possible, that in his case the 
unorthodox and the orthodox worked to- 
gether to a marvellously successiul issue. 

No man, having a business to develop, 
can afford to ignore the unorthodox, but 
at the same time this method of adver- 
tising is one that cannot be compelle 1 
it consists of keeping a watchful eye 
for opportunities, then, when one pre- 
sents itself, in reaping from that oppor- 
tunity all the publicity that it is capable 
of, and here great discretion is neces- 
sary, first of all in deciding that the 
opportunity is a suitable one and then 
in taking care that the thing is not over- 
done. 

A doctor took a very small practice in 
a very poor district and which he was 
assured was as good as it ever could be. 
Yet in three or four years he had made 
that practice worth four times as much 
as when he took it, and at that hgure 
he sold it. How was it done? ‘Doctors 
do not advertise” you say; that one di:, 
but no one ever looked at it in that way, 
he used the unorthodox. One day he 
called upon a poor woman whose hus- 
band had been ill but whose recovery 
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IN ADVER-| was retarded through lack of the where- 





with to buy strengthening food. Haviag 
said as much to the poor woman he ran 
out to the hired trap that was waiting 
outside for him and took from a hamper 
|there a bottle of good port wine, with 
which he returned to the house and gave 
it to the woman with a few words of 
encouragement. In less that a week the 
tenant of every house in the street hai 
heard of it and a splendid impression 
was created. Another time it was a man, 
who, just recovering, wished for a pipe; 
this the doctor filled with his own had 
from his own pouch; another time som> 
sweets for the children, a few flowers 
for a sick woman, all done unostenta- 
tiously, but with the one object, that of 
getting people to talk favorably of hivii. 
So tactfully was this carried throush 
that it is unlikely his patients ever sus- 
pected the real motive, and if ever such 

was the case then surely something may 
be said on behalf of the kindly thoughts 
and friendly feelings engendered.—/ he 
British Advertiser. 


GROWTH OF EVE ENING DAILIES, 

In the rapid development of news 
papers in America a _ noticeable feat- 
ure is the substantial lead which the 


evening newspaper has taken as against 
the morning newspaper. In New York 
the Evening Sun has more than double 
the circulation of the morning Sun, and 
the same is true of the World. Chicago 
has a notable example of the pre-emi- 
nence of the evening newspaper in the 
News, the circulation of which is not 
approached by any morning paper. The 
same examples may be seen in Phila- 
delphia, Boston, Buffalo, Pittsburg, In- 
dianapolis, Cincinnati, St. Louis and 
scores of other cities ——Butte, Mont, 
Inter Mountain, 





Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


MAINE. 
Rockland, Me., DAILY STAR is the only 


in Knox County. Advertise _— best 
est results in the daily papers. 


CANADA. 


C ANADIAN ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal. 
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THE OBSERVER 


The Hoboken Printing and Publishing Co. 





€- OFFICES: 


ERSEY CITY - 
49 mee St., “Telephone, 498, 
enue. 
393 Spring St., Weet Hobo 
183 Bergen ine’ Ave. Union Hilt. 
99 Maiden Lane, New York. 





MAIN OFFICE: 


80 WASHINGTON ST. 
HOBOKEN, N. J. 


TELEPHONE 20. 





ALL ADVERTISING 








CIRCULATION OVER 19,000 GUARANTEED. 


LARGER THAN ALL HUDSON COUNT 
ACCOUNTS 
IF CIRCULATION FIGURES ARE NOT SUBSTANTIATED. 


INED. 
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RIPANS 


The simplest remedy for 
indigestion, constipation, bil- 
iousness and the many ail- 
ments arising from a dis- 
ordered stomach, liver or 
bowels is Ripans Tabules. 
They have accomplished won- 
ders, and their timely aid re- 
moves the necessity of calling 
a physician for the many little 
ills that beset mankind. They 
go straight to the seat of the 
trouble, relieve the distress, 
cleanse and cure the affected 
parts, and give the system a 
general toning up. 





At druggists. 
The Five-Cent packet is enough for an 
ordinary occasion. The family bottle, 
60 cents, contains a supply for a year. 














The Evening 
J ourna oe ee 


A two-cent Bs paper. 


Enterprising but not sen- 
sational. 

HOME not Street circu- 
lation. 

Only one edition daily, 
hence :— 

Every copy a family of 
readers. 


Circulation Averages 
1901, 


14,486 15,106 15,801 
1902, 17,160 


The American Newspaper Directory 
awards the mark ©O for quality 
ef circulation. 




















Advertisers 


reach out con: 
stantly for more 


Business 


( }.. 


ATTRACTIVELY 
PRINTED 


Booklets 
Folders 


Circulars 


are now a very important part 
of advertising. They secure, 
first, attention; then a hear- 
ing; may be preservation, while 
the ordinary kind receive a prompt 
toss to the waste basket. 

Attractive ads are noticed 
above all others in newspapers 
and magazines. Space is expen- 
sive, hence striking display within 
a limited space becomes a perti- 
nent proposition. 

We write and print booklets, 
folders and circulars of the 
highest advertising character. We 
write and put in type advertise- 
ments for all purposes, finish 
electros therefrom, and warrant 
a maximum display and just the 
right story in a minimum of 
space. Send for a sample of our 


Large Postal Card 


for advertising purposes. 


PRINTERS’ INK 
PRESS 


10 Spruce St., New York 
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This is a 





READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, — a? for window 


cards or circularz,and any other suggestions for bettering this departmen' 





osee- e00eeeeess 





*“Here’s a Hint for the Newspapers. 





Why Not 
Advertise for 
Summer Boarders 


There are hundreds of ex- 


would be filled with summer 
boarders if the people knew 
about them. Nearly every- 
body has a desire to go some- 
where, if only for a few 
days. The quiet and unprc- 
tentious resort will be pa- 
tronized as well as the larger 
and better known places if 
the owners or keepers wiil 
make them known to the pub- 
lic at the proper time. 

There is no time like tne 
present time, and the people 
of Bangor and of a score of 
smaller cities and large towns 
in Eastern Maine can be 
quickly reached and at small 
expense, through the Com- 
mercial. If you want sum- 
mer boarders advertise the 
fact in this paper and you 
wont fail to attract new 
patrons. Those who accom- 
modate visitors for a day 01 
for dinner only can increase 
their business by advertising. 


cellent places within easy - 
reach of Bangor on _ the 
ponds and_ seashore that 





Matter too. 


Nibble 


a few of our Olives at 
the next outdoor luncheon; 
you'll find they add a lot of 
pleasure to the picnic feast. 

Our olives are selected for 


4s Good, 


their unvarying goodness. 
They are always first ¢ uality, 
never anything else. To peo- 


ple who have been Ld to 
ordinary olives, our kind will 
prove a most happy revela- 
tion, 

Olives in bulk or bottle— 
all surely good, remember. 


| 


very Good Style of Display. 








This one is Unusual in Expression 


Quite Inviting. 





A Square Meal on 
A Round Table 


If you’re going to pay 25c. 
for a dinner why not come 
where you can find the best 
and where the breeze from 
the electric fans will cool 
your heated brow? 














The 





Try this one in Your Own Space at 
Commencement Time, Mr. Picture 





























Ads from Hartford, 


ramer, 

Graduates f 

Your diploma can be best ® 
preserved under glass and 
frame. We have new anu 
appropriate mouldings at ex- 
ceedingly low prices. No 
charge for mounting, which 
will prevent wrinkling. 
Vacation Season ought to be Made 
ihe Most of in this Line. 
Bright New 
Trunks 

Not the old patterns, but 
bright, new styles, fresh from 
our factory. Not the old, 
scratched, shopworn trunks, 
offered and advertised else- 
where, but trunks that 1m- 
press you as new from every 
view. Such we offer you anu 
at correct prices. We have 
several new styles that are 
taking well. Give us a call. 
It will cost nothing to look 
at the leading trunk, bag 
and harness house. 

Another of Those Good Turkish Bath 





Better than the 
Ocean 


is the soothing, pain- 
defying powers of the Turk- 
ish bath. If you feel all run 
down and need an exhilarat- 
ing tonic, come to the par- 
lors and take a bath. The 
effect is wonderful. 














Boys’ Clothing—Good. 





The vacation boy is a tree 
climLer. 

If he can’t find trecs, or 
fences, then any old thing 
will do—for he must climb. 

Hard on his clothes, but 
good for the boy—develops 
muscle. 

Here are boys’ clothes for 
the roustabout service of 
summer vacation; or for 
dressier uses of the resorts. 

We outfit boys from 4 
years of age up; also men 
of advanced sizes and ages 
down. 

Quality always the best at 
the price, whatever your age 
—or your price, within 
reason. 
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An Excellent Introductory for a Very 


Unusual Shoe Sale. 





Shoes that are 


Safe to Save On 


It is the height of waste- 
fulness to buy poor shoes in 
order to save money; but 
when men and women can 
buy good and carefully ex- 
amined shoes at a dollar or 
two less than the regular 
value, it means a_ splendid 
saving. And that is exactly 
what tens of thousands of 
people will do during this 
greatest of our Summer shoe 
sales. Every shoe that gocs 
into our under-priced shoe 
store is examined as care- 
fully as if it was for regu- 
lar stock. We never go near 
factories that make question- 
able shoes; for you shall 
never buy an unworthy sho- 
at Wanamaker’s, no matter 
how little you pay for it. 
That is why it is always safe 
to save on shoes you buy at 
Wanamaker’s. That is why 
the savings are so real and 
positive; and sought so eager- 
ly by tens of thousands of 
people when we make suci 
an offering as this: 








‘ 


A Brief but Eloquent Appeal to Mothers. 


Boys’ Cool Suits 
For Warm 


Weather 


Stylish, comfortable suits 
that come back from the 
wash as shapely, spick and 
span as ever, and that wiil 
keep the boys looking weil 
and feeling cool on the hot- 
test days. Low priced, too: 

















This 





Direct Style is very Good W. 


Rightly Handled. 


Going to the 
>deashore ? 


If you contemplate it, call 
and see Leland about the 
needfuls. He has a fine line 
of new Saxony bathing suits 
for men and boys. The very 
best of this season’s goods 
and at a low price. Bathing 
drawers for men and big 
boys, in dark blue, at 25c.; 
bathing trunks in fancy 
colors for the little feliows 
at 10 cents. Full suits at 
proportionately low prices. 
Preparation is nine-tenths of 
the battle. Fit out properly 
and you will have no regrets 
to record. See Leland about 
it. 


hen 











“Make Hay while the Sun Shines,” by 


Pushing Hay-making Helps at the 
Right Time. 





Hay Harvesters | 
Hereabouts 


have hard rows to mow 

unless they use mowers that 
are skillfully designed, weil 
built, reliable and durable. 

Adriance buckeye mowers 
have represented for nearly 
fifty years the highest excei- 
lence in machines designed 
for the speedy and econom- 
ical harvesting of hay. We 
sell them at as low priccs 
and on as good terms as yuu 
can Luy them anywhere. 

Bullard’s Tedders, the 
National, New Yorkers, New 
York Champion Wood Frame 
or Steel Frame Rakes—you 
know what excellent harvest- 
ing helps they are. We sell 
them, and we sell the Buck- 
eye parts and sections for all 
nachines. 


Good Talk. 
Men’s Tan Shirts 
With Plaited 


Bosoms, $1 


Tan is the most popular 
color of the season in men’s 
shirts. We can't get enough 
of them; and we are glad to 
tell it when we have them at 
popular prices. These told 
of to-day will go in a jiffy as 
soon as they are shown. 

They are made of beauti- 
ful tan_ percales, rinted 
with neat black gures; 
bosoms are handsomely plait- 
ed, and shirts are finely 
~ peed cuffs are detach- 
e 














They are shirts that will 
be hard to equal at a dollai 
and a half. These at $1. 





Good Argument. 
Fine New Silks 
At New Prices 


The real test of the 
worth of a silk sale lies in 
the age of the designs and 
the selection of colorings 
offered. If designs are out 
of date and colors are un- 
desirable, the silks are dear 
at any price. 

But this gathering of silks 
is distinctly up to the min- 
ute, in fresh, attractive new 
patterns and a full line of 
most-wanted colorings. It in- 
cludes just the popular sorts 
of silk, too, for summer 
wear. And every yard at 
the sharp price-savings told 
of below: 
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fr" The BEST Newspaper 


Attracts the Best People. 











The Cincinnati ab 
DAILY 


Times-Star 


is the Best Newspaper in the State 
of Ohio, and consequently has the 
largest circulation. The daily 
average for the year 1901 (de- 
tailed sworn statement) was 


145,919 


No other paper in the State of 
Ohio claims as large a circulation. 
No other paper has the guality 
of circulation. No other paper has 
as low a rate for advertising. | In- 
quire about it. Information for qi f 
the asking. 








E. A. BERDAN, 


Direct Representative, 
New York. 3 
ry 


« 86 Potter Building, 
4 
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THE 
ELLIS 
PAPERS 


furnish effective, profit 
producing publicity for any 
sort of product that can be 
used in the rural districts 
or on farms. They are not 
only good for advertising the 
rapidly increasing articles which 
are made to be sold direct to the 
consumer, but are also good for 
general publicity advertising. 


2,050,000 


HOMES 


in the rural and sparsely 
settled districts can be 
reached monthly through 
the columns of THE 
BELLIS PAPERS. 


Circulations Absolutely Guaranteed. 





These are our papers: 


METROPOLITAN AND RURAL HOME, 500,000 
THE PARAGON MONTHLY, - - 400,000 
THE HOME MONTHLY, - = 400,000 
THE GENTLEWOMAN, - = = 400,000 
PARK’S FLORAL MAGAZINE, - 350,000 





FOR FURTHER !NFORMATION ADDRESS 


THE C. E. ELLIS COMPANY 


112 Dearborn St.. CHICAGO. 713-78 Temple Court, NEW YORK 
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Every Year 


thousands of tourists come to Southern 
California from all over the world. 

The big railroads are encouraging people to come to 
Los Angeles and as a result over 75,000 tourists visit Los 
Angeles every winter and many remain and make a perman- 
ent residence here. 

No other section in the world has grown up so vapidly 
and ‘no other paper in any other section has mace such 
strides as the Los Angeles Herald. 

This paper is the popular paper of the new people 
for it represents their ideas and they appreciate its enterprise 
and progress. In less than a year’s time the Herald has 
nearly doubled its circulation and carries 10 times more 
advertising today than it did a year ago. The daily cir- 
culation is 23,000 and 32,000 Sunday guaranteed, and the 
price is so low all advertisers should not overlook the Herald. 

Telegraph for rates and sample copies at our expense. 


The Los Angeles Herald 


Los Angeles, California 


A. Frank Richardson, 
Special Representative, Potter 
Building, New York City; 
Tribune Building, Chicago 
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Still They Come 








I have been using your news ink for | 
TID 


several years. cs 
Rich Square, N.C. 


We are mailing you a copy of our 
special edition showing the working of 
our news ink on fine an. coarse screen 
alf-tones. =XPRESS, 
Fort Collins, Colo. 


Here’s another order for that cele- 
brated ink of yours. FRED HALD, 
Grand Island, Ne». 


I was persuaded to buy some job ink 
from another firm the other day, which 
is the first I got except from you for 
nine years. It was to match your Fine 
Black, but it didn’t do it, so I will make 
no more experiments. 

*“REEHOLDER. 
Cornwall, Ont. 


Your last news s ink was very satis- 
factory. Send another keg. 
EAGLE, Rensselaer, N. Y. 


We have been using your inks for the 
past year or more and find them to be 
the equal of any inks made, and we have 
tried nearly all of them. Have just 


about finished a 1ooib. keg of your news | 


ink and it has proved to be the best 

news ink we have ever used, and then 

your inks are so much cheaper in price. 
ARGONAUT, Sparta, Ill. 


The news ink shipped us has proven 
satisfactory. TIMES, 
__Portsmouth, Ohio. 
I am now using your news ink and it 
N 


is entirely satisfaciory. 
South Manchester, Conn. 





Send 100 lbs. more of your news ink 
same as before. EL REGIDOR 
San Antonio, Tex. 


Send 100 Ibs. of your Brilliant Black 
Job, same as before. 
CHARITY & CHILDREN, 
_ Thomasville, N.C, 
Our pressman says your news ink is 
the on/y ink and as good as some 25¢. 
jobink. HEROLD. Denver, Colo. 
Send 250 Ibs. of news ink exactly same 
as last shipped us. PRESS, 
a Plattsburg, N. Y. 
Send another keg of ink, same as usual- 
JOURNAL, V Jineland, N. J. 
Your news ink beats the world. 
CHRONICLE, Canandaigua, N. Y. 
We are using your news ink —y find 
it very satisfactory. ES 
_ Middletown, N. Y. 


Your Raven Black i is the best ink I 
have ever used, ars: of price. 
G. C. GILLIL Nb, 
cake Pa. 


Testimonials reach me almost daily, and when 


I don’t find any in my morning mail, I feel rather 
disappointed. I don’t offer cans of ink, or boxes of 
cigars, or clocks, or bric-a-brac, for words of praise, 
as my goods must stand on their merits. When 
they fall down I offer no excuses but refund the 
money along with the transportation charges. 
When the cash does not accompany the order, I 
don’t ship the ink. It is not a question of credit or 
rating, but I made this rule when I started and 
have never broken it. Send for my price list. 











ADDRESS 


PRINTERS INK JONSON, 
17 SPRUCE STREET, NEW YORK. 
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The Philadelphia 


INQUIRER 


draws attention to its undisputed lead in 
advertising over all other Philadelphia 
newspapers, because this shows that the 
advertisers know that the people go hand 
in hand with the INQUIRER 

The following table is therefore sub- 


mitted. 
ADVERTISING 


showing the number of columns printed in each Philadel 
phia newspaper during the month of May, all being com- 
puted at the uniform measure of fourteen agate lines to the 
inch and 300 lines to the column. 


1902 1901 


INQUIRER, . . 2309 cols. 22685 cols. 

Record,. .. . 1905 “ 1762 “ 

te 681 7 * 

NE eo eice is ae * 1546 “ 

i + 6 «a: 1282 “ wa. * 

N. American, . . J505 “ 1030* “ 
#*No Sunday paper issued last year. 


The INQUIRER’S Growth is Steady 


It is because the people rely on the INQUIRER and because 


The INQUIRER is the PEOPLE'S paper 
THE PHILADELPHIA INQUIRER, 


1109 MARKET STREET, PHILADELPHIA. 





New York Office, Tribune Bldg. Chicago Office, Stock Exchange Bldg 
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